





ATE | Hae 
_Rdbsuaey 307187 git: 


i} 1927 





Three Dollars a Year 






















A new way of packing sandpaper, orig- 
inated by us in January, 1926, and widely 
copied by other makers. 

Has revolutionized the industry § and 
raised sandpaper to the dignity of “shelf- 
hardware.” 

Puts a stop to serious spoilage-losses by 
keeping the sheets flat, clean and in order. 
Your sandpaper stock, from now on, will 
occupy a neat section of shelving—not be 
hidden in drawers and cubby holes. 

Boxes all the same size—a box for each 
grit—all “decimal-count” 


ge §& Fehr ery 100 sheets to the box 
TGS RRR are SR Re eae ied arr 75 sheets to the box 
No. 1 ee FO |. Pep eee ae 50 sheets to the box 
Re nate i oe cod wes 25 sheets to the box 


Counter Display Case 


A beautiful lithographed steel cabinet 
holding 480 to 500 sheets-—a separate 
grit for each of its 8 pockets. This was 
originated by us and announced Febru- 
ary, 1925—copied, of course, by other 
makers. 










Doubles and Triples Sandpaper Sales 
A “Show-it-and-sell-it’ device that makes 
people buy sheets of several gr ts—-not just one. 


 Ruff-Stuff” Emery Cloth 
In 10-Sheet Packs — Boxed 














Latest Ruff-Stuff inrovation. Does away with the old broken-quire 
nuisance. Each grit in its own attractively labeled pack 
Boxes all the same size—-uniform with the flint paper box above shown 
- —packed as follows— 
Counter Display | Cirit Sheets in | Packs to Shave 
ri : to Box 
*Show-It-and-Sell-It” Pack Box o : 








FF to No. 1 10 5 
1% and 2 10 4 
214-3-3Y% 10 3 





50 
40 





30 





$(0 Tell Your Jobber 
‘[Pausau brasive: You must have “Ruff-Stuff” Flint 


sranch Houses WAUSAU ABRASIVES CO. Unit 10-sheet Packs—to be up to date, no 
Chicago—4860 South Halsted St. New York—45 Warren St. matter what other brands of sandpaper you may 
4s Angeles—Sprake Sales Co., American Bank g. he carrying. 


San Francisco—Sprake Sales Co., Postal] Telegraph Bldg. 


Portland, Ore.—Sprake Sales Co., 53 Fourth St. 
Denver, Colo.—Sprake Sales Co., Charles Bldg. giving his name and address. 


If your jobber can’t supply you, 





Two Sections—Section One 





Unit Boxes—and “Ruff-Stuff” Emery 


paper in 
cloth in 
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10-Sheet Packs 
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page advertisement on the in 
side back cover of the Febru- 
ary 5th Saturday Evening Post. 








WE are not quite ready to lift the curtain on our 1927 
advertising and merchandising program. But we 
can give you just a hint as to the plot of the play. 


From the box-office standpoint of your cash register, it 
is going to be the biggest, most successful production 
ever staged by the makers of 1847 Rogers Bros. Silver- 
plate. 


Dainty Miss Pieces of 8 will be the outstanding star— 
your biggest box-office attraction. Unknown a few short 
months ago, she has flashed to fame as the star attrac- 
tion in the stores of leading silverware merchants the 
country over. 

Feature Miss Pieces of 8 during 1927 in your windows 
. . . in your stores. For cutout display material and 
advertising electros, address the Sales Promotion Depart- 
ment, International Silver Company, Meriden, Conn. 


Pieces of 8 is proving to be a merchandising sensa- 
tion. It is changing the trend of the nation’s silverware 
buying. Take full advantage of this idea while it still 
possesses the freshness and sparkle of its mewness. 
Feature Pieces of 8 while the housewives in your trad- 
ing area are discussing it over the bridge table as news 


of the day. 


‘1847 ROGERS BROS: 


INTERNATIONAL SILVER CO 
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It is Easy to Sell This Ideal Set 
of Tools for the Handy Man 


PRING time may be “ring time” for 

many, but for the home owner it is 
repair time. In the average home there 
are many jobs to be done which require good boring tools. 
That is where you come in if you are in a position to offer 
the handy man a real sensible kit of tools in a compact con- 
tainer and at a reasonable price. 

The season is such that there will soon be a real active 
demand for such a set of tools. The Greenlee Combination 
Set in the convenient leatherette roll is ideal because it pro- 
vides the sizes of auger bits ordinarily required as well as a 
small brace drill and a screw driver bit. 








eo 


Greenlee Bros. & Co. 
Augers, Auger Bits, Drills 








The contents of this 
Combination Set consist 
of one each 4%, %, Y% 
and 34” Solid Center 
Auger Bits, one 3/16 
Wood Boring Brace 
Drill and one 5/16 
Screw Driver Bit. All 
are genuine Greenlee 
Tools which is a guar- 
antee of excellence. 


Write us today for 
full information 





Rockford, Illinois 


Chisels, Gouges, Draw Knives 
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The trade-mark makes 
them easier to sell 


When you are showing a customer a 
Walworth STILLSON, close the sale by 
showing him the STILLSON trade-mark 


on the top jaw. 


Make a point of it, especially in dealing 
with the fellows who always ask for a 
Walworth STILLSON. They know 
that this mark means (1) a quick, un- 
breakable grip, (2) easy release, (3) a 
steel handle which won’t snap and (4) 
long life under the hardest use. 









And your customers who don’t know 
these facts will find them out soon 
enough, anyway, when you have sold 


them a Walworth STILLSON. 


Walworth Co., 51 E. 42nd St., New York 


Distributors in Principal Cities of the World 










0/2 


| é ,, 






STILLSON* 


like Walworth is a trade 
mark, registered by its 
owner, the Walworth Co., 
in the U. S. Patent Office, 
the several states, and in 
foreign countries. 


ALL SIZES, 6 to 48 INS. 


WALWORTH 
STILLSON’ 
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FANTASIO 


Johnson Brothers PAREEK 


We illustrate Fantasio, one 
of the four new and original 
patterns for 1927, designed 
by Johnson Brothers on their 
wonderful PAREEK body. 
Informal in design and bril- 
liantly colorful—truly a fan- 
tasy in dinnerware. All four 
of these patterns are now in 
stock for immediate delivery. 


Write us today... We can 
offer you exclusive selling 
rights on Fantasio and on a 
number of other very fine 
new dinnerware patterns, if 
your city is not already closed. 











ricmenh, BaVUOE & CHO. 


Importers and Wholesalers 
Sales Office: 219-221 Market Street, Philadelphia 
Warehouses: 225 Church Street; 210-212 Filbert Street 
We invite you to visit us at Booths 210 and 211 (on the main 
aisle) when attending the exhibition of the Pennsylvania and 


Atlantic Seaboard Hardware Association, at the Philadel- 
phia Commercial Museum, February 15th to 18th inclusive. 
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Let your customer make this test 


You can tell your customer emphatically 
that he cannot break the ratchet or slip 
the bit on this Bit Brace. Put a good 
strong bit in one of these braces and let 
him try it out on a convenient piece of 
timber. 


The Stanley No. 903 Bit Brace is one 
of the best of the extensive Stanley line 
of boring tools. Every need of every cus- 
tomer can be met by this complete line. 





Selling points of the No. 903 Bit Brace— 


1. All parts are made of highest quality materials. 
2. Bows made of stiff steel to withstand great st. ain. 


3. Due to patented construction, the jaw springs can- 
not be bent out of shape. 





4. Ratchet is heavy and strongly made. 









5. The chuck shell is made of case-hardened steel and 
provides a good grip. 


i 





f! y) 6. Head and handle made of selected cocobolo wood; 
quill head is equipped with ball bearings. STANLEY BIT BRACE No. 903 
7. Chuck will take heavy or light bits. Will take round One of an extensive line 


i, : oA 
is yl! shank bits up to %-inch diameter. 
Aa 
LLL 


yy 


THE STANLEY RULE AND LEVEL PLANT 
NEW BRITAIN, CONNECTICUT 


New York Chicago San Francisco Los Angeles Seattle 


[STANLEY ] 


STANLEY TOOLS 
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Because ltMeans More Sales / 


‘I would rather sell one roll of U. S. Poultry Fence 
than five of any other for-when I sell one roll of U. S. 
it sells more for me,” writes a hardware retailer. 


And there, in a few words, is the story of the tre- 
mendous repeating sales power of U. S. Poultry 
Fence. It’s astory of consumer appreciation of a qual- 
ity article,a story of profitable turnover for the dealer. 


U. §. Poultry Fence, as the first choice of suc- 
cessful poultry raisers everywhere, has set new 
standards for sales and profits in poultry netting. 


Here, for the first time, is a poultry netting that 
buyers ask for by name. 


They know by experience that itis the only netting 
which fulfills every requirement of modern poultry 
husbandry. They know that it stretches straight and 
true from post to post without the aid of top rail or 


baseboard. They know that it never sags, bags or 
buckles. They have learned that U. S. costs less 
“put up” and gives longer years of service. 


Thousands of dealers over the country are build- 
ing customer good-will and realizing greater profits 
by stocking and selling U. S. Poultry Fence. 


Dealers everywhere use U.S. as a leader for they have 
found that the sale of this better poultry netting leads 
to the sale of many associated articles---staples, steel 
posts, poultry supplies, brooder stoves, incubators, 
hinges, hammers, nails and other profitable items. 


There’s a demand in your trade territory for this 
better poultry netting. If you are not already “cashing 
in with U. S.,’’ start now! On entering your orders, 
be sure to specify U. S. Poultry Fence---not just “poul- 
try netting.” 


Indiana Steel & Wire Company 


Muncie, : 
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Indiana 
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A file Carpenters 



























Need 


SIMONDS 


Special Hand JaWG 9, sity ana 














usefulness are re- 
F ILE S sponsible for the 
popularity and in- 
creased demand for 
the Simonds Special 
Hand Saw File. Carpen- 
ters and other mechanics 


want them because they do 








Sizes a 
and List Prices a better job of hand saw filing. 
Special Hand - Are you prepared to get your 
Saw File 4 share of this file business? Look 
53” . $3.80 Doz. r? over your stock and send in your 


6” $4.50 Doz. Y order now. These files are made 


7” $5.40 Doz. 34", 6” and 7” in length, but the pop- 
Write for ular choice appears to be the 544” and 
Dealers’ 6’ lengths. They sell faster. 

Discounts 


_ Look at the sizes and prices and then 
write us for your discounts. 


SIMMONDS » Saw AND Steet Co. 


Established 1832 Fitchburg, Mass. 
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Take the bullseye inyour 


sales guoiaan easy mark 


You can set your sales quota several notches higher 
and yet hit it squarely by the addition of a single 
gga seller—the Genuine WILLIAMS’ “Vulcan” 
ise. 

It’s unbreakable, compact, rapid in action and positive 
in grip. And its entire wrought steel construction 
with drop-forged jaws, base and handle, guarantee a 
long life of hard, continuous service. Order yours 
today. Literature? 


J. H. WILLIAMS & CO. 


“The Drop-Forging People” 
New York BUFFALO Chicago 


GENUINE 





Four sizes 
for all pipe 
i to 8 inch 









Look for this 








Trade Mark 








nee ot | _ ah. #2 


DROP - FORGED 
CHAIN PIPE VISE 
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SCREW 
COMPANY 








Wood Screws Machine Screws 
Stove Bolts Tire Bolts 





Largest Stock 
Greatest Assortment 


ww eS 











Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 





| 
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Get this Jersey Equipment— 
Increase Your Screen Cloth Profits 


ASIER sales, quicker sales, bigger 

sales—that’s the experience of 
hardware merchants everywhere, in 
using this Jersey Equipment. 


Why not do the same? Increase 
your own screen cloth profits! 


You can obtain FREE OF COST 


any one or all of the following: 


Jersey Screen Cloth Racks. 

Jersey Screen Cloth Measuring 
Machine. 

Table Equipment for Measuring and 
Cutting Screen Cloth. 


The Screen Cloth Display Rack 
influences customers to buy—and it’s 
convenient for you. The Measuring 

& Machine and Cutting Table Equip- 
ar ment give you facilities that greatly 
i reduce time, waste and annoyance. 





Mele) axe) ang] = 
y 


This is the most complete and 
most practical equipment of the 
kind ever offered to dealers. Testi- 
monials on file from many merchants 
who used the equipment last year. 














We Make Sales 
For You 


by persistent national advertising. 
Show your customer the JerseyT ag 
at the end of roll. He will know. 

We furnish customers with 
store and window display material. 

A window display of screen 
cloth now will start early buying 
for the repairs and renewals need- 
ed in the Spring. 


TRAE JIE RSE Y marr 


Write for information how you 





may obtain it without cost. Ask for 
pamphlets which illustrate and de- 
scribe it fully. 





Be prepared to do a bigger screen 
business this Spring. Get this equip- 
ment and put in a stock of Jersey 
Copper Insect Screen Cloth—if you 
do not already have it. 


Sell Jersey Copper. Then your prof- 
its will increase every season. Jersey 
Copper lasts years and years without 
repairs. Every user tells his friends 
about it and where they can obtain it. 


Jersey Copper Screen Cloth is 
99.88% pure copper. It is the only 
cloth woven from Roebling wire, and 
has extra strength and stiffness due 
to the special Roebling process. 


For quick delivery of a Six-Roll 
Sample Order, write — The New 
Jersey Wire Cloth Company, 628 
South Broad Street, Trenton, New 
Jersey. Stores and Agencies in leading 
cities. 

All Grades of Wire Cloth 
Made of All Kinds of Wire. 


rsey (Opper 


Z INSECT SCREEN CLOTH 


MADE OF ROEBLING COPPER WIRE—99.88% PURE 








11 
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GRA Y-WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


This popular brand of Screen Wire Cloth has proved one 
of the best sellers on the market. 


It is extremely durable, being made from rust-resisting 
Open Hearth Steel produced in our own furnaces. The 
wire is drawn in our own mills and every operation is 
under our personal supervision. 


Gray-Wick carries an extra heavy electro zinc coating 
thoroughly enameled with transparent varnish. It gives 
wonderful service and absolute satisfaction, being known 
as the cloth of “‘Long Life.”’ 


It unrolls smoothly and lies perfectly flat, making it easy 
to apply. Has a pleasing Gray color. 


Your Jobber will supply you. 


12 Mesh, No. 33 gauge each way Our Other Brands of Screen Cloth 
14 Mesh, No. 33 gauge each way Cortland Black Enameled 
16 Mesh, No. 33 gauge filler White Metal Finish 
No. 34, gauge warp Wickwire Premier 
18 Mesh, No. 34 gauge each way Wickwire Bronze 





2 AWTEO 1692 
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IMPROVED 


STEVENS Leads the World 


in Firearms Value 


HE J. Stevens Arms Co. manufactured one of the 

first hammerless repeating shotguns and now offers 
the “greatest value” hammerless repeating shotgun 
ever made. 


Dealers and sportsmen have suggested that this fine piece 
of Stevens workmanship have a special name of its own 
that would distinguish this Model 620 from all others. 
We are putting it up to you! Decide on the name (or 
names) you think best identifies and describes this 
wonderful hammerless repeating shotgun, and send it 
in to us, 


All of Stevens’ 18 years’ experience in the manufacture 
of repeating shotguns has been incorporated in this 
new Model. Hunters will appreciate the fast and smooth 
trombone action, the famous Browning mechanism, 
with important working parts made of chrome vanadium 
steel. They will enjoy the sturdy, rugged, durable service 
built into this shotgun. 


Absolute safety is assured by the special Stevens proof 
testing with extreme loads. It will shoot an even, hard 
hitting pattern. This arm now in full production. All 
jobbers have stocks. 


PRICE $415 


own wm 8 ZL rAuUvs iested 
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Streamline Receiver 
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Conditions 


All suggestions of names and letters of 
explanation should be in the office of 
the J. Stevens Arms Co., Chicopee Falls, 
Mass., by April 1st. Letters should not _ 
exceed 100 words. Incase of duplicates, 
the duplicated prize will be awarded to 
each winning contestant. The judges 
for the contest are: 


T. L. HOPKINS, Arms Sales Manager, — 
Savage Arms Corporation 

H. S. GARDNER, former President, 
American Association of Advertis- 
ing Agencies, and 


IRVING MYERS, of“ Field and Stream’”’ 


Prizes will be awarded by May Ist. 
Winners will be announced in the June 
publication of magazines carrying this 
announcement. All names submitted 





Barrel: High pressure, com- 
pressed steel, 28”,30” and 32” 
full choked, 28” and 30” modi- 
fied, 26” and 28’ cylinder bored. 


Action: Hammerless, visjble 
locking bolt, safety firing pin, 
independent safety, side ejec- 
tion. 


Receiver: Drop forged, solid 
breech. Pistol grip. Stock 
checkered walnut, checkered 
slide handle. 


Ammunition: any standard fac- 
tory loaded shell up to 234” in 
length. Six shots—five in maga- 
_ zine, one in chamber. 











become the property of the J. Stevens 
Arms Co. Competition is open to every- 
one except employees of the J. Stevens 
Arms Company and Savage Arms Cor- 
poration and their families. 


J. STEVENS ARMS COMPANY 
Chicopee Falls, Mass. 
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Western Representative 
Fred Goetz, 1077 Lincoln Ave., Milwaukee, Wis. 


Eastern Representative: 
Wm. H. Fox, 200 Fifth Avenue, New York, N. Y 
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SSELBACH 








VERY month the year ’round, hundreds of thousands of fish- 
ermen are being sold Meisselbach reels—by forceful, continu- 
ous advertising. 


On every fishing trip and wherever fishermen talk shop, Meissel- 93,9 
bach reels are boosted and praised, for Meisselbachs have been » iad 
favorites for 40 years. oD 


And every month, more and more merchants are finding that . , | 
there’s money to be made in the Meisselbach franchise. They’re ») —~.°\ 
finding that these reels are easy to sell and that they stay sold. -, ‘) ad oe 


They’re finding (these competitors of yours) that sportsmen consider » 2 ( « 
4 Meisselbach reels exceptional value, and respect the store that i ” (9) 
- handles them. - ) 
Don’t be behind the procession. There’s money being made in > 5 c 
Meisselbachs. Get your share. The coupon leads the way. —o / 


THE A. F. MEISSELBACH MFG. CO., Elyria, Ohio 










. 5) ————— 
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Southern Representatives: Far Western Representatives : 
Louis Williams & Co., Nashville, Tenn. Phil. B. Bekeart Co., 717 Market St., San Prancisco, Calif. 
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A High Grade Shotgun 
to retail at a 


New Low Price 





GOROUS advertising schedules 
in Fall and Winter issues of 
-Hunting and Fishing, National 
Sportsman, Outdoor Life, Hunter- 
Taker Temane, and Sportsman’s 
Digest, with a combined monthl 

circulation of 565,762 copies, will 
tell American sporstmen about the 


FULTON GUN 


In balance, workmanship, appear- 
ance, and materials, the Fulton Gun 
far outranks its price. Increased 
and improved production facilities 
alone make possible the reduction 
in price. 

SPECIFICATIONS: 
26, 28, 30 and 32 inch barrels, bored 
to 12, 16 and 20 gauge. Box frame. 


Two triggers. Well-finished walnut 
stock and hand-checkered half-pistol 


grip. 

Sales and advertising efforts will 
build a big, national distribution 
through dealers for the Fulton Gun. 
Consumer advertising creates con- 
sumer demand. Stocking the gun 
will bring you profits and the oppor 
tunity to be of real service to your 
customers. 

Let us send you our catalog B-86 


and full particulars as to prices and 
dealer relations. Mail the coupon. 


HUNTER ARMS COMPANY 


Fw & TO WN x“ €£ yYyY oR K 
McDONALD & LINFORTH 
Pacific Coast Representatives 
Call Building San Francisco, Calif. 
Export Office: 50 Church Street, New York City 


HUNTER ARMS COMPANY, Inc., FULTON, N. Y. 
Please send me full particulars as to Fulton Gun prices and dealer 
relations, also catalog B. g¢ 





Name we 





Address 
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Profit by 
Winslow’s Good Name 
and Experience 


Winslow’s famous Ice and Roller Skates are 
known the length and breadth of the land. 
Start now to simplify the 
Skate problem by specifying 
Winslow's. You will find 
them easier to 
sell. 









Ice and Roller 
Skates catalogs 
gladly sent upon 
request. 


The Samuel Winslow Skate Mfg. Co. 


Worcester, Mass. 
Established 1856 
Over seventy years’ continuous experience in skate making. 


New York Office, Sales and Stock Room, 34 Warren St. 
Pacific Coast Sales Agent, Phil B. Bekeart Co., 
717 Market St., San Francisco 
Southern Representative, Henry Keidel & Co., Inc., 
405 W. Redwood St., Baltimore 


WINSLOW'S 
Skates 




















Make a Drive 


for 


the 


SPORTING 
GOODS TRADE 
this 


Season 


There is good money in sporting goods; 
every season sees an increase in sporting 
goods sales. This country is a sports 
loving nation—the small boy is not the 
only one who wants to play. 


The manufacturers of sporting goods 
who advertise in HARDWARE AGE can 
show you how to sell sporting goods. 
Ask them for their advice and put it to 
work. 
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EXTRA BUSINESS FOR 
AMMUNITION DEALERS 

















SPORTING POWDER NEWS 











STANDARD LOADS of 
SHOTGUN Ol PONT 











POWDERS 





DUP ON T OVAL SMOKELESS 





12 GAUGE) oz 





” 16GAU SHOT 
Kind of Game DRAMS |SHOT| DRAMS aaa DRAMS  |SHOT|| 411. GAUGES 


20GAU 





Turkey 
| Geese 


! Brant | 
| Large Ducks 3” wel 2% Llu | 1 


| ‘VELOCITY IN EXCESS OF 





DUPONT (Bulk) SMOKELESS 





Kind of Game || DRAMS |SHOT 


12 GAUGE) oz |\16 GAU 
DRAMS /|SHOT||} DRAMS (SHOT 


z || 20OGAUGE oz 





Medium Ducks 
Prairie Chicken|| 3% j{1l% 
Pheasants _ 


2% 1% |% 





uirrels 
pduirre | 


1% 2% %, 





Small Ducks 
| ns 3% 


WA % |% 





3S 


| Quail 


I-% 


oh) ™m |% 


2% 





3 1 


1”% % 





3 1% 
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| x In 12-Gauge loads only.Use No.2 Shot. 











2 POWDERS — 26 LOADS 
Now Comprise Standard Loads Chart 


Now the Standard Loads Chart is a 
real buying guide for your customers and 
a real selling guide for you. Just TWO 
powders and TWENTY-SIX loads—a 
complete stock of shotgun ammunition 
for all purposes. 


10 Loads for 12 Gauge 
8 Loads for 16 Gauge 
8 Loads for 20 Gauge 


The two Shotgun Powders now manu- 





factured by the du Pont Company meet 
all requirements of the shooter. 

DU PONT OVAL. A progressive burn- 
ing Nitrocellulose Shotgun Powder de- 
signed to meet the requirements of 
shooters for heavy, high velocity loads. 
DU PONT BULK. The most satisfac- 
tory powder for use in light and medium 
loads. 


A one-two-three, straight-away 
proposition! 














BALLISTITE 
ELIMINATED 


' Standard 
Loads Chart 
Simplified 


All du Pont Smokeless Shotgun, Rifle and 
Pistol Powders are now SINGLE BASE 
NITROCELLULOSE POWDERS. 

Du Pont no longer makes any Nitroglyc- 
erin Smokeless Powder. The manufacture 
of Ballistite has been discontinued. 

How does that affect you? First, you’ve 
gotten rid of a trouble maker. Second, 

your stock is more stabilized. You’ll get 
fewer kicks and more compliments. You 
can make up 2 complete stock with just 
26 loads. The Standard Loads Chart is 
greatly simplified. 


Here are the chief advantages of the sim- 
pler and more dependable line of du Pont 
Smokeless Powders, as discovered, after 
extensive investigations, by the du Pont 
Company, the United States and Foreign 
Governments: 


1st. Nitrocellulose Powders have a lower 
temperature of combustion than Ni- 
troglycerin Powders, consequently 
are less erosive. 

2nd. Nitrocellulose Powders are practi- 
cally unaffected by changes in tem- 
perature, whereas Nitroglycerin 
Powders are seriously affected. 

3rd. Nitrocellulose Powders are equally 
if not more stable than Nitroglyc- 
erin Powders. 


4th. Nitrocellulose Powders of modern 
manufacture are practically mois- 
ture proof within normal range of 
atmospheric conditions. 

5th. Nitrocellulose Powders of the pro- 
gressive burning type are the only 
powders capable of delivering ex- 
tremely high velocities within nor- 
mal pressure limits. 


All du Pont Smokeless Powders are now 
Nitrocellulose Powders—practically mois- 
ture proof, not affected by changes in 
temperature—more stable—and with high 
velocities within normal pressure limits. 


E.1. DUPONT DENEMOURS&CO., Inc. 


Sporting Powder Division 
Wilmington, Delaware 
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Now 


L. C. Smith Guns 
at 
New Low 
Prices 








MPROVED and increased 
production facilities make 
possible material reductions 
in the price range of the fam- 
ous L. C. Smith Guns, which 
are now sold to retail from 


$40.00 to $1000.00. 


ee materials and 
workmanship are unchanged. 


Available in 12, 16, 20 and 
410 gauge. Weights, 5%; to 
814 lbs. Barrels 26, 28, 30 
and 32inches. Stock and for- 
end hand-checkered, selected 
walnut. 


To help you sell more guns, 
we are carrying on a vigorous 
advertising campaign in the 
leading outdoor magazines. 
663,437 copies of January and 
February publications carried 
this message of L. C. Smith 
Gun supremacy. 


ORDER NOW FOR 
FALL DELIVERY 


If you are not now 
stocking L. C. Smith 
Guns, it will pay you to 
write for full particulars 


and prices. lease ask 
for Catalog B 60. 


HUNTER ARMS COMPANY 


Fw tT OWN  £ YorR KK 
McDONALD & LINFORTH 


Pacific Coast Representatives 
Call Building San Francisco, Calif. 


Export Office: 50 Church Street, New York City 





A National Selling 
Force for Your 


Sporting Goods 


Hardware Age is read 
by the hardware job- 
bers, their livest sales- 
men and by the best 
hardware dealers and 
jobbers in 6059 towns 


and cities. 


Regular selling mes- 
sages in the Sporting 
Goods Issues of Hard- 
ware Age will help you 
gain cooperation in sell- 
ing your sporting goods 
from a body of mer- 
chants of country-wide 
location and highly de- 


veloped selling power. 


Hardware Age 


239 W. 39th St., New York, N. Y. 
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Lorain Oil Cook Stoves Appeal 
to Modern Housewives 


HE MODERN housewife refuses to spend her entire 
time at housework as her mother did. With new 
methods and labor-saving equipment she makes 

every minute count and the time thus saved she wisely de- 


votes to play and recreation. 


Because Lorain Oil Cook Stoves save 
hours of women’s time the modern 
housewife greatly prefers one to other 
makes. Hundreds of unsolicited testi- 
monials prove this point. 


No other oil burner generates its maxi- 
mum heat so quickly as does the Lorain 
High Speed Oil Burner. Its clear-blue, 
clean flame comes in direct, wide-spread 
contact with the cooking utensil, making 
no extra work of cleaning smudge or 
soot from the bottoms of pots and pans. 


The specially-made Lorain Wick gives 
more burning-hours than any other and 
when replacement is necessary same can 
be done quickly and easily by the house- 
wife without tools of any kind. 


The construction of the Lorain Burner 
absolutely prevents wick-sticking and 


GUARANTEE 


Should the inner com- 
bustion tube of the 
Lorain High Speed Oil 
Burner burn out within 
















10 years from date of 
purchase, replacement 
will be made entirely 
free of charge. 
















the patented wick-stop halts the wick 
at the correct lighting-point. The light- 
ing-point and the burning-point of the 
Lorain Wick are one and the same. No 
fussy adjustments after lighting. 


The only part of the Lorain Burner which 
could possibly be injured by the intense 
heat, the inner combustion tube, is made 
of heat-resisting metal and is guaranteed 
for ten years against burning out. 


Lorain Oil Cook Stoves are sturdily built 
and handsomely finished. Owners are 
quick to praise them. Moreover, they 
require no “after-sale-service’ to make 
them stay sold—wh'‘ch is another way 
of saying that they i..crease your profits. 


You are invited to write to American Stove 
Company for catalogs, prices and other 
information. Now is the time to do it. 





Many famous makes of Oil 
Cook Stoves are now equip- 
ped with Lorain High Speed 
Oil Burners including: 


Dangler 
Direct Action 
New Process 
Quick Meal 
Clark Jewel 


2-27 


AMERICAN STOVE COMPANY 


ST. LOUIS, MO. 
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These Effective Dealer Helps 
Will Help You Do It 


VERY wide-awake dealer knows the value of a sales 
leader. And every Hohner dealer knows that har- 
monicas are leading the way to more and better business. 


During the past year over 15,000,000 Hohner Harmonicas 
were sold to people of all ages, in all walks of life, in every 


ee 
muse a } 
‘Sn 4° he ig L 


Hohner 


Sg a, 


oH ohner . Boy” 

Consists of a permanent dis- 
play card, 31” high by 15” 
wide, with patented easel, 
containing twelve assorted 
Hohner Harmonicas to retail 
at 50c each. Price of assort- 
ment complete is $4.00 and 
your profit is 50 per cent. 


Harmonica __ 





nina No. 425 


city, town, and village. And 
every sale meant liberal profits 
and satisfied customers for 
Hohner dealers. 


Thousands of dealers in every 
part of the country are now 
pushing Hohner Harmonicas. 
They were quick to recognize 
a real sales leader and just as 
quick to cash-in on the big 
business which is being created 
by Hohner advertising. 


If you want quick sales, liberal 
profits and satisfied customers 
in 1927 put this attractive 
“Hohner Boy” display on your 


Make 1927 a Prosperous Year 
with HOHNER Harmonicas 

















FREE INSTRUCTION 
BOO 


K 

This attractive and helpful 
book of 16 pages, fully illus- 
trated and containing six pop- 
ular musical selections, is 
featured in all Hohner adver- 
tising. Every request for a 
copy at your store means a 
sale. 


counter and tie your store to the big national sales 


campaign. 


This display on your counter, a complete set of window 
strips and dealers’ helps and a generous supply of Free 
Instruction Books will put you in line for more and better 


business during the coming year. 


We are creating the demand for Hohner Harmonicas—all 
we ask you to do is help us supply it. 1926 was a record- 
breaker, but everything points to a greater volume of busi- 
ness in the coming year. Let us show you how to “Make 
1927 a Prosperous Year With Hohner Harmonicas.” 


M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: 


Hough & Kohler, 468 King Street, W., Toronto 





Fascination 
Inspiration 
Education 


Entertainment e 





Accuracy 













Health 
Portability 





| ; : Durability 





Convenience 


ON gia | Popularity 
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A lineyoucan PUSH | 


| Burke Clubs Fit Every Purse and Every Purpose 


A most complete line covering every range in price—offer- 


ing the Dealer or Jobber a line he can “Push” with profit 











THE GOLFRITE 


The aristocrat among 
golf clubs. The choice 
of long hitters and the 
discriminating golfer, 
Hickory or steel shaft. 
Retails at 815.00 


(THE Dealer or Jobber selling the Burke 
line never lacks a market. It is ideal for: 


—the new golfer who demands quality 
at low cost 


—the veteran golfer who demands the 
highest quality regardless of cost 


— both new and old; the more advanced 
as well as the mediocre player because 
it offers clubs that exactly meet the 
demands of the most exacting in either 
price or quality. 

Make your store GOLF HEADQUAR- 


TERS — bring new faces thru your 
door — increase YOUR PROFITS. 


THE BURKE GOLF CO. 
NEWARK, OHIO 


PSSSSREREHREeeteeaReees 
PREGA aRGeetacsseaaatit 


ISRSSRSRECRPERSaeetaeasaaeat 







IER 


Tig BEEN go 
See ee Prarie Baht eMac 





~S 
oa 


BURKE 
GRADUATED IRONS 
Burke’s latest creation! 
Graduated sets of Stainless 
or Forged Steel Irons. ‘The 
greatest advance in club 
making in a decade. Stain- 

less Steel sets of eight 
$61.00 

Forged Steel sets of cight 
$52.00 
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THE PARPLAY 


Offers the best value today 
in clubs medium priced. 
Fiber face with keystone 
brass sole plate. In two 
popular models. Retails: 

Hickory Shaft #7.00 

Steel Shaft 9.00 
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BURKE STAINLESS 


Non-bending; rust proof. 
A genuine stainless steel 
product. A decided ad- 
vance over ordinary steel. 
Universally popular. Four- 
teen models. etails: 


$6 00 









BURKE GRAND PRIZE 


An assortment of the most 
popular golf irons ever 
forged. Favorites with the 
trade for years. Retails: 









BURKE SPORTSMAN 


Truly an unusual value. 
Natural striped head. Alu- 
minum sole plate. Assort- 
ment of popular models. 
Retails : 

Hickory Shaft 86.00 
Steel Shaft 8.00 
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& 
Get the Facts About the Burke Sales Campaign for This Year | 
It is based primarily on the foundation of helping 
: Jobbers and Dealers increase their golf business 
. 3 BURKE GRAND PRIZE 
. b fae competitors are selling golf. The wank uly ani gemees 
. dealer who is alive to the fact that he bem 2 ti dhe 


See eT 


. 1 odels. Retails: 
must add lines he can “push” to secure more P°Pilickory Shaft $5.50 
Steel Shaft 7.50 


business finds golf just the thing. 


9 ~~, She 
* a 


we 
sh ae 


ERIM Bort. 2s. 6348 


When you add a golf line, however, be sure 
you get one that offers you everything with 
such a complete assortment in price, quality 
—and one that is known to all classes of 
— All these you will find in the Burke 

ine this year and better still one that shows 
you a most liberal profit. 

Write us today for the new Burke 


catalog and selling plans to help 
you increase your golf business. 








NICOLL 
IMPORTED IRONS 
Famous George Nicoll 
irons from Leven, Fife, 
Scotland, shafted by 
Burke. In demand by 
the most advanced play- 
ers here and abroad. 
Complete assortment of 
models. Retails: $6.75 


BURKE STANDARD 


THE BURKE GOLF CO. men oe by the trade as un- 


eled for quality at the 
NEWARK, OHIO price, by — other clubs in the 
e 


market. red in all popular 
BURKE models. Attractively finished. 
STANDARD IRONS Retails: Hickorv Shaft $3.50 


Assorted models in high 
grade forged steel. Moder- 
ate in price but high in 
quality. Retails: $3.25 





BURKE COLUMBIA 





The greatest value offered 
in low priced clubs. A 
competitive number that 
is made to bring golf busi- 
ness to your store. Retails: 

Hickory Shaft $2.00 


BURKE 
COLUMBIA IRONS 


If you want volume sales 
these irons will produce 
results. Low priced. High 
quality. Retails: $2.00 





es We will exhibit at the In- 
ternational Golf Show and 
Country Club Exposition, 
Hotel Sherman, Chicago, 
March 21st-26th, 1927. 






319 HEAVY 
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CANVAS BAG . itt , 
J I 
A low priced bag that of- - ecssauees: 
fers features found in 
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many high priced bags. 
Metal bottom. Retails: 
5 inch size $5.50 ” 7 
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Twenty-four Magazines— . 
ROSMAN PNEUMATIC .22 RIFLE | yfour Mag : 
Power without Powder Reaching 42,000,000 | 3 
Readers— 3 
will carry this advertisement fea- Ps 
Silent Powerful Economical | turing the Crosman .22 Rifle dur- 4 
You can hit the bull’s eye at will or get your smal] | '"® none ' 
game easily with a Crosman Pneumatic .22 by following instructions in Men and boys in your community is 
booklet sent free on request. Silent, powderless, smokeless, accurate. Men and | Will read these advertisements and S 
boys, experts and amateurs, use this wonder rifle the year ‘round for target and smal] want this rifle. e 
FREE § game shooting. Havea shooting gallery in your own home. Kill rats, stray cats, crows, You can get this business if you ie 
Target || SPatrows, woodchucks, rabbits, snakes, prairie dogs, squirrels, etc. Saving on ammu- feature the Crosman .22 with the 
and nition which costs }4 as much as cartridges pays for rifle. Always ready perme the Speman display which we furnish dealers, 
dime || nevernendecemine, Tey Cramanat rourdeaer Gendpovalcardnon for TarpetsndGume | and utilize Crosman sales helps 
’ 
Crosman Arms Co., Inc., 480 St. Paul Street, Rochester, N. Y. | - Engg aed Can’t Supply You, 
Trl e s. 























Bells and Bell Toys 


For 

HARDWARE, SADDLERY B tld d 

and TOY TRADE Ul , ra eC 
Also for the manufacturers of a T 
Electrical Bells, hones, 
an y Rtn yen wit OYS . 
Typewriters, etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 
East Hampton, Conn. 
— 





NLY a few years ago 
Toys were looked upon 
as a novelty in a Hard- 
ware store. 

















See the New Ideas Today Toys are a staple in 


METALCRAFT TU NIORS many Hardware stores and all 








> Best Quality for the Price. All who sell them agree that noth- 
| grades. Scooters, 3-Wheel Cars, ing so attracts the trade of 
| Pedal Cars. Boys and Girls. 
A epg! You can keep posted on what 
be ore rere |! is New in Toys, as well as 
@roungd) ...... ° . 
Good DroAt _ to New methods of displaying and 
aon merchandising them by read- 


On display at 
New York Toy Fair, 
504 Breslin Hotel. 


ing Hardware Age. 









No. 318 
Big Pedal Car. 
Retalls around 


New Catalog on 
request. 


METALCRAFT CORP., 4215-25 Clayton Ave., St. Louis, U. S. A. 






























« PRODUCTS— 
For Guns, Fishing Reels, Golf Clubs, 
| : « Wheel Goods and Home Machines 
ROWE <, 
“ more than 22 years—recommended by 
Uncle Sam. Keep your stock turning over. 


Hoppe’s Nitro Powder Solvent No. 9 
is advertised to shooters more strongly 
this year than ever before. The original 

/ solvent for gun cleaning, standard for 
INCREASE YOUR MARKET 
ALTHOU GH primarily made to clean ~ bores after firing 
and prevent rust, Hoppe’s Nitro Powder Solvent No. 9 has —% 
many other valuable uses. Prevents rust on fine steel instru- HOPPE § 











HOPPE’S OIL AND GREASE ments, knitting machines—used to remove and to loosen parts MRrrytresny a 
Hoppe’s Lubricating Oil—highly _re- rusted together. In constant use in many trades for cleaning ol bee 
ane. a qbonetrating, of and rust prevention. Dealers are multiplying sales. a 
, anisms. J 

By - ft 4,4 ‘ ve, na stock of ae Hoppe’s Products for Spring demand. ¥ 
for storage, and especially for rough . y leading Jobbers. : 
cleaning in the field. FRANK A. HOPPE, Inc., 2314-H N. 8th St., Philadelphia, Pa. 5 


All Hoppe’s Products packed in dozens 
in attractive free counter display cases to Representatives: Ed. W. Simon Co., Inc., 258 B’way, New York 
help your sales. H. L. Bowlds, Mason Opera House Bidg., Los Angeles 
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SMOKELESS 





The Shell of the Year 


them, their satisfaction will bring demands for more. 
These new shells will reach, will cover, will kill, at the 
farthest range at which a sportsman can expect to get 
his game. 


OW, when you are planning your big shotshell 

buying of the year, think what these new Win- 

chester shells are going to mean in the 1927 
shotshell business. Here is a new series of longer range, 
high power shells, made expressly to meet a heavy, 
insistent demand among sportsmen, — made to give 
them what they wart in a box-after-box-dependable 
shotshell. And they carry,a name recognized by shot- 
shell buyers everywhere. — 


This means there is bound to be heavy volume this 
year in Repeater SPEED LOADS. In that volume lies 
the opportunity for you to increase your own shell 
sales, to speed up your shell turnover and to sweeten 
up the profit side of your shotshell ledger. 


Repeater SPEED LOADS give 
promise of developing a new trend 
in shotshell sales. As shooters use 





25 WINCHESTER |2.; 
cana cemi 


SMOKELESS POWDER SHOTSWELLS 


Ww ae Ww 





Get them into your stock now. Display the attractive, 
distinctive boxes with the big, eye-arresting red oval. 
From the start, be a well supplied headquarters for 
these shells of the year. Your true profit comes from 
tying up your store with the shooting satisfaction of 
your customers. That’s what Repeater SPEED LOADS 
will help you do. 


That consistent extra range, speed and power in 
Repeater SPEED LOADS, linked with Winchester 
uniformity and dependability, will have a big influence 

on 1927 shotshell buying. 


Give it due thought in making up 
your 1927 stock. 
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The Hand of F riendship BACKED BY 


True Service IS THE SPIRIT ISSUING FROM 


HARDWARE BUYERS 


CATALOG 


Ho’ WELL we are succeeding in 
our efforts over 10,000 hardware 
buyers have made plain in sincere letters 
of appreciation. 

But in pointing out this fact we must 
not forget to include the nearly 400 man- 
ufacturers who are also extending a will- 
ing hand by placing illustrated descrip- 
tive data near their product listings. 

Hardware buyers are as one in valuing 
this information, considering it of first 
importance in their buying problems. 
When all manufacturers of hardware and 


HARDWARE BUYERS 


kindred products do likewise then we 
shall have a superlative manufacturers’ 
cooperative buying catalog the value of 
which will be inestimable to the hardware 
trade representing new heights of greater 
convenience—time saving and business 
building possibilities to all. 

We believe we cannot do a better job 
than to hasten the appreciation of all 
manufacturers to this 
fact. 


Are you doing your part? 


239 WEST 39th STREET, NEW YORK 
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[DONT fail to men- 
tion HARDWARE 
BUYERS CATALOG 
in your correspondence, 
and indicate the help 
of illustrated catalog 
descriptive data 


CATALOG you. That will help. 


5, No 











3 
he 
ae 
€2 
“ye 
wy. 


ri 

we, 
seg 
Fi eh 
Pa a 
© * 2 
&. a. 
a. 

















February 10, 1927 HARDWARE AGE 27 


Your Final Opportunity 


to reorder 


PYREX Pie Plates and Ovenware 


T. M. Reg. U. S. Pat. Off. 


under the Spectal Selling Plan 


*** 
©¢e@. 


+s 





Electrotypes and Matrices for News- 

paper advertising will be supplied upon 

request mailed to the factory. No charge. 

Specify 1- or 2-column Electrotype or 
Matrix 


AN TICIPATING the consumer activity that this selling 
plan would stimulate it was decided to give dealers an 
opportunity to reorder merchandise to take care of the 
demands on their stocks created by their local advertising. 


Our original announcement of the plan, therefore, included 
the following rules for reordering—which every dealer should 
read carefully before placing the second “SPECIAL” order. 


Rules Covering Second Order 


A store which advertises the ‘““SSPECIAL”’ in its local news- 
paper and conforms with the rules, may place a second 
order—under the following conditions only: 


(1) A copy of your newspaper advertisement must be 
ATTACHED to your order— 


(2) That order must reach your Jobber or the Factory on 
or before February 28, 1927— 


(3) For each dollar’s worth of regularly priced PYREX 
Ovenware ordered, one Pie Plate, No. 209 “SPECIAL,”’ 
may be ordered, the total “SPECIALS” not exceeding 
20% of the quantity of ‘““SSPECIALS”’ on the first order. 
(Same conditions apply whether buying from a jobber or 
the factory. ) 


PYREX SALES DIVISION 
Corning Glass Works, Corning, N. Y. 
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; “They'll all be dry by the time shes cleaned her brush 


because shes using the new 
99 
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From a drawing by Raymond L. Thayer Copyright 1927, P&L 
; linoleum finish. The established Pratt & Lambert 
guarantee goes with every can. 

“61” Lacquer is made in fourteen rich enamel 
colors : Red, Orange, Yellow, Light Blue, Rich Blue, 
Light Gray, Dark Gray, Light Olive, Light Green, 
Dark Green, Brown, Ivory, White, Black; also Clear. 


Free Can or 6661’°’ LacgueR ENAMEL 


















Send ten’ cents to cover packing and mailing cost and we will 
send you a quarter-pint can of any color of **61’’ Lacquer Enamel 
you select from the above list. Only one free can to any one person. 
Pratt & Lambert Varnish Products are used by painters, 
specified by architects, and sold by the better paint and 
hardware dealers everywhere. 








The transparent floor finish in clear and 
colors, which stands the **hammer test.”’ 
You may dent the wood but the varnish 
won't crack. For nearly forty years it has \ 
withstood the utmost in foot traffic on floors. N 
The world walks on “61°? Floor Varnish. 
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Coffee 
by Long Distance 
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WHENEVER ACTION is important, we 
suggest long distance calls. Com- 
pare the charges with what it would 
cost to send representatives in person. 
Compare the number and size of the 
orders and compare the time required. 
Hundreds of businesses are now using 
the telephone over states and over trade 
territories as they formerly used it locally. 
There are no county or state lines to the 
telephone, in buying and selling goods; 


$10,963.20 
worth 


A. COLORADO COFFEE COMPANY de- 
vised a new container for its product. 
On one side appeared the name of 
the brand, on the other the word 
“sugar,” “corn-meal,” “salt” or some 
other commodity for which the can 
could later be used. Here was an 
idea likely to appeal to housewives. 
W hat was needed was quick distri- 
bution. They got it—by Long Dis- 
tance. Telephone calls to 19 dealers 
in 9 states got 18 orders for 27,128 
pounds of coffee. Later, the 19th 
dealer bought as a result of the call. 


in making appointments; in closing 
transactions. In saving time and money. 

What concern would it pay to call 
now, in the next state or across the con- 
tinent? The cost is usually less than 
youd think. . . . . Number, please? 


BELL LONG DISTANCE SERVICE 
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“The Year after Year Record of 
Advertising Leadership” 


During 1926— 


685 manufacturers used 4202 advertis- 
ing pages in Hardware Age. 


This exceeds by several hundred pages 
the combined advertising volume of all other 
national hardware papers. 


355 manufacturers used Hardware Age 
exclusively, which is five times the number 
using the next ranking hardware paper ex- 
clusively. 





HARDWARE AGE 


239 West 39th Street 
New York, N Y. 
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Timken Mechanical and 
Sales Advantages in 


the Coffield Gyrator 


Buyer, seller, and maker all derive advantage from the 
Timken Bearings in the Cofheld Gyrator and other 
Timken-equipped household utilities. The public has 
learned that Timken Bearings mean refined design, 
freedom from wear, power economy, and longest life. 
Dealers realize that universal acceptance of Timken 
excellence helps to sell appliances which stay sold. 





The manufacturer, of course, betters his product and 
his selling franchise by adopting Timken Tapered 
Roller Bearings. Famous makers of all types of 
appliances feature Timken Tapered Roller Bearings. 


THE TIMKEN ROLLER BEARING CO., CANTON, OHIO 


[KEN *: 
b Roller 
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MYERS 
CROSS DRAFT 
SLING UNLOADER 
PATENTED 
















On the job during harvest—on 
the firing line for tens of thou- 
sands of farmers—unloading their 
hay, grain and fodder as it comes 
from the fields to be mowed or 
stacked—here is where Myers Hay and 
Grain Unloading Tools speak for them- 
selves—here is the time when they are 
respected most by those who depend on them “gm 
for unloading service. 
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suilt for speed and ease of operation with safe and sturdy 
construction thrown in to give them ample carrying power and 
lasting qualities, supreme in material, design and finish, Myers Unloaders 

Forks, Slings, Pulleys and Fixtures have long been a dominating power in the nation’s 
hay and grain unloading activities. And because of this there is alwavs a demand 
for them before and during harvest. 7 


Many dealers have already placed their specifications with us for a complete 

line ot Myers Hay and Grain Unloading Tools for 1927. That's why we are 

calling attention to them at this early date. Our prices and terms permit 

of your anticipating. Your inquiry is solicited. We are ready to 
send catalog and quote. 


al 
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TH F.E,MYERS & BRO.¢o. 


ASHLAND, OHIO. 
Fifty Years of MYERS HONOR-BILT PUMPS for 


Manufacturers for over ne : Every Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - BARN.FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS. Etc. 
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DE LAVAL Separators and 
Milkers a firm founda- 
tion on which to build 
a profitable business 


{41} Makes your store headquarters for the best, 
most widely known and most generally pre- 
ferred line of dairy equipment in the world. 
Brings more people to your store—makes more 
permanent customers for other merchandise. 


{2} Enables the live dealer to organize a steady 
year-round country selling campaign around 
the De Laval Line, enabling him to make profit- 
able sales of other seasonable merchandise. 


{3} The most profitable line for the dealer because 
of rapid turnover (6 to 24 times a year); easy 
sales (50% of all prospective buyers of sepa- 
rators and milkers intend to get De Lavals), 
and because it is salable every day in the year. 


{4} The most profitable equipment for the user 
because it promotes dairying, the largest and 
most profitable branch of agriculture, which 
brings in a steady, cash income — hence creat- 
ing greater purchasing power and more money 
with which to buy other commodities. 


More and more progressive merchants are appre- 
ciating these important facts—they are giving the 
De Laval Line more attention and using it as a 
foundation on which to build their business. 
We are always glad to get in touch with any 
such merchants who are interested in building a 
permanent and profitable business. 





The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 
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50% of all 

prospective 

buyers intend to 
get De Lavals 
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Easy to sell 


434 


Give their users 

greater service, 
economy and 
satisfaction 
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Salable every day 
in the year 
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From 6 to 24 turn- 
overs a year 


a4 


They make the 
most profit from 
the least 
invested capital 
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Pruning and Pruning Saws 
Success in pruning can be greatly 


aided by selling the workman the 
right saws—ATKINS. 


Atkins Pruning Saws are 
adapted to the purpose. They 
are made the proper shape, 
so as to be available for 
use in cramped places-— 
and the correct balance 
so as to make the saw 
easy to handle— 
both of these are 
important facts 
to consider 
when order- 


ing. 





















POPULAR PATTERNS 
of Atkins Pruning Saws 












Atkins No. 4. A popular saw for heavy work 





















Atkins No. 7 Tapered Atkins No. 10 Tapered 


PLACE YOUR ORDER PROMPTLY 


You will not make a mistake by ordering Atkins Pruning Saws. Send to us for copy 
of our book ‘Pruning Pays.’ Give us the names of those who use Pruning Saws in 
your locality and we will send one of these books with your imprint thereon to each 
prospect. Address nearest point below. 


E. C. ATKINS & COMPANY 


Established 1857 THE SILVER STEEL SAW PEOPLE 
Machine Knife Factory: HOME OFFICE and FACTORY: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES 
Atlanta Memphis New Orleans Portland Seattle 
Chicago Minneapolis New York San Francisco 


Vancouver, B. C. Paris, France 
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Luck? 


Oh, yes, we believe in luck. 
Every man.who holds a big job 
gets there through luck. All he 
has to do is to cultivate a pleas- 
ing personality; make himself 
well liked by others; sow seeds 
of kindness and good cheer 
wherever he goes; perform his 
work better than the “unlucky” 
man does; keep posted on de- 
velopments in the trade by read- 
ing this trade journal ; render the 
most and best service possible, 
regardless of the salary he 1s get- 
ting. Luck does the rest. 





What Readers Say 
About'Us 


“HARDWARE AGE is sure worth its 
weight in gold. I could not get along 
without it.” 


(Signed) L. L. HItt, 
Olney, Ill. 


“If I am living two hundred years 
from today, I hope to continue read- 
ing HARDWARE AGE. Keep it coming 
and ask Mr. Soule to increase his 
writings in each issue.” 

Yours very truly, 

Leroy J. Doak, 
Doak Hardware Co., 
Grenada, Miss. 
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Why home builders want @7o 
Me ~ Sasovws Forged Iron Hardware 








HE DEMAND for this fine hard- 

ware springs from natural im- 
pulses—the love of beauty and pride 
in one’s home. Added to these is 
the knowledge that the market value 
of a house trimmed with McKinney 
Forged Iron is increased far above the 
cost of the hardware itself. 

The desire for hardware of forged 
iron is not new. It has existed among 
all people for centuries. McKinney’s 
contribution has been to bring the gen- 
uine article within reach of the many. 
A method of finishing has also been 
developed which makes forged iron 
rustproof for the first time. 

Until recently the choice was merely 
between made-to-order pieces at 
art prices or unsubstantial sub- 
stitutes of 
little merit. 

In devel- 
oping Mc- 
Kinney 
Forged 
Iron the 
main pur- 
pose was to Ma 
supply this contioutliei in- 
creasing market with the 
best designs at reasonable 
prices. To do this required 
that each piece be 
so made that it could 
be taken from the 
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construction without compromise. 

To complete the effect, Forged 
Iron Lanterns are now available. 
Made with the same care and with 
McKinney’s special rustproof 
finish, they should be considered 
for every home trimmed with forged 
iron hardware. 

The demand for forged iron by 
McKinney is specific, because these 
most interesting facts have been made 
known to consumers by national ad- 
vertising and the enthusi- 
astic words of builders’ ay 
hardware men, architects 
and owners. 
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Send the coupon for the Book 
on Forged Iron Hardware, 
also the amazing story of the 
most productive window dis- 
play arrangements ever 


offered. 

















Forge Division, McKinney MANurFacturincG Co. 








shelves of a hard- 
ware store and fit 
exactly any modern 
” _ =. 

aad 






Pittsburgh, Pa. 
Please send me the items I have checked: 
4 plates showing ‘os Catalog on 
C) details of lanterns Forged Iron Hardware 
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JACK KNAPP 


Sn Hemoriam 


ENEROUS, lovable, unselfish Jack 

Knapp is gone. He has started 
down the last long trail which 
leads to eternity, leaving behind him a 
pathway of sunshine, darkened only by 
the shadow of his passing. 


*% % oo 


Jack Knapp was Western Manager of 
HARDWARE AGE, and as such was widely 
known in the hardware industry. But 
he was infinitely more than that. To 
those with whom his life work brought 
him in contact he was a trusted friend 
and counsellor. His devotion to his 
work was a watchword in the trade. 


* * * 


His was the most lovable of characters. 
Endowed with a wonderful personality, 
he enhanced it with a kindly whimsical 
smile that found its way unerringly to 
the hearts of men. As a friend he was 
unsurpassed. Intensely human, abso- 
lutely unselfish, loyal, affectionate, true, 
he drew the friendship of others as nat- 
urally as a magnet draws steel—and he 
kept each friendship to the end. 


His knowledge of merchandising was 
wide and varied, and was always freely 
given to those who sought it. Hundreds 
of firms and individuals found in him a 
sympathetic understanding of their prob- 
lems, and an unselfish devotion to their 
interests which extended far beyond the 
accepted responsibilities of business. 
Many of them freely credit to him a 





& 





large portion of their business success 
and prosperity. 


Several years ago he suffered a severe 
illness, and for weeks lingered in the 
shadow of death. A courageous fight for 
life brought him back to his work, but 
his weakened condition left him an easy 
prey to disease. For three years he 
labored under a virtual sentence of death, 
yet never by word or deed did he evi- 
dence the fact to others. Never did the 
clouds darken his sunny disposition, or 
warp the cheerfulness of his courageous 
smile. fe 7 5 


A few weeks ago he contracted a cold, 
which, aggravated by’too close devotion 
to his work, developed into pneumonia. 
Then came the complications and a re- 
currence of his former illness. There 
was the same courageous fight, but the 
body lacked the strength of his heroic 
spirit, and the end came Saturday, Feb- 
ruary fifth. a 


For twenty years he faithfully served 
those whom he represented. For twenty 
years he as faithfully served the industry 
round which his life’s work centered. He 
has earned the right to those wonderful 
words, “Well done, good and faithful 
servant.” “ 


Jack Knapp has passed from our midst, 
but he is not dead. He lives and will 
continue to live so long as the spark of 
life remains to kindle memories in the 
hearts of those who knew and loved him. 
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Protect the 


has to stand the loss involved. Primarily the store is the victim, but even- 
tually such losses are passed on to other store employees and the customers 
who buy from that store. 


Wiis a dishonest employee helps himself to cash or merchandise, somebody 


Every item which adds to the cost of doing business is a part of the overhead 
expense. Losses from theft must eventually find their way to the expense-of-doing- 
business column. Therefore theft in any store tends toward lower wages and higher 
retail prices. 


One dishonest employee in a store penalizes all the honest employees, as well as 
the customers of that store. 


But dishonesty does not necessarily mean the stealing of merchandise or cash. 
The employee who loafs on the job actually steals the cash equivalent of the time he 
wastes. The salesman who gives overweight or long measure steals—not for him- 
self, but for others—the cost of that overweight or over measure. The employee 
who without authorization cuts prices does the same thing. 


The salesman who wastes string, wrapping paper, light and similar items robs 
his employer of the cost of such wastage. 


The employee who through carelessness or negligence allows merchandise to de- 
teriorate in value robs the store to the extent of, that deterioration. 


The salesman who through discourtesy, lack of knowledge or improper selling 
methods loses sales and customers, thoughtlessly or unintentionally, defrauds the man 
who pays his salary. 


The retail merchant owes it to himself, his business, his honest employees and his 
customers to protect that business by making it as difficult as possible for dishonesty 
to creep into his organization. He is morally responsible if he places temptation 
in the way of his employees by making it easy for them to start stealing. 


Use cash registers or cash systems which, as nearly as possible, insure all cash 
reaching the proper place. Insist on salesmen putting down the names of cash, as 
well as credit customers, and giving the purchaser a duplicate sales slip. Make 
it an iron clad rule that each sales transaction must be completed before the sales- 
man waits on another customer. 
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Honest cmp Ovee 


By Lew S. Soule 


Double check all deliveries. Keep a daily inventory of small size, valuable 
items, and check against the sales. Do this as much for the protection of honest em- 
ployees as for your own interests. 


So much for guarding against direct loss from dishonesty. Now for the indi- 
rect: 


Have a schedule of work and keep your employees busy. Idleness breeds loss. 
Impress upon your sales force the necessity for exact weight and measure—neither 
too little nor too much—but exactly the amount the customer pays for. Make it a 
practice to check weights and measures occasionally. 


Keep a careful watch on wastage or delegate some employee to do so. When- 
ever there is a flagrant example of waste, talk to the employee in a kindly way— 
and privately—concerning it. Show him how waste affects both salaries and profits. 


Make periodical inspections of the stock to locate goods which show deteriora- 
tion, and encourage the sales force to properly care for stock. 


Have each salesman keep a record of lost sales, and diplomatically find out the 
causes. Then teach the men how to sell properly. 


See to it personally that your salesmen have ample opportunity to acquire the 
necessary sales information on the goods you handle. Hold store meetings and in- 
vite the traveling salesmen to talk to the sales force on the merchandise they repre- 
sent. 


Have the bookkeeper give you a regular monthly list of customers who have 
partially or wholly stopped trading with you, and personally ascertain the reasons. 


The great bulk of retail salesmen are honest and industrious. They merit every 
encouragement and every opportunity to better themselves. They are entitled to 
the earnest, friendly, helpful cooperation of their employers and adequate compen- 
sation for honest, faithful service. 


They do not deserve condemnation for any inefficiencies due to improper man- 
agement or lack of adequate training. Certainly they do not deserve to be penalized 
for the overt acts of a few weak, vicious, thieving individuals who have sneaked into 


their ranks. . 


Give the honest employee the protec-ion he deserves. 
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Window display of children’s vehicles by 7 io 


Mahony Hardware Co., Fostoria, Ohio. > 


Every Day Is Play Day 


Children Must Have Toys 


ERRE HAUTE, IND., was the home of Paul 
Dresser, Hoosier poet, who wrote the immortal 
ballad of the Central West “On the banks of the 
Wabash.” We never forget that song nor can we ever 


Shelving for 

tovs used by 

Austin Hard- 

ware Co. 

Terre Haute, 
Ind. 


forget the interesting 


and profitable visit : 
with M. C. Vickert, owner of the Austin Hardware Co. . 


He is one of the best toy merchandisers we have met, 
in fact this hardware store has the largest toy depart- 
ment in Terre Haute doing an annual volume of $10,000 : 
or better. : 

Toys are featured all over the store—on tables, in 
special display boxes, in the wall shelving and in almost 
all window displays. If stoves are featured in the win- 
dow miniature stoves and other playroom housefurnish- 
ings will be tastefully arranged around the stove. In one 
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window shelving has been placed on the side wall and 
background. Usually toys are shown on this shelving. 

Vickert is keen on toys. He says they bring new 
people into the store every week. The toy department is 
on the second floor and is the only all year toyland in 
town. Seventy per cent of Austin Hardware Co.’s toy 
business is obtained from Thanksgiving Day to New 
Year's Dav. A laree part of the business is on vehicles 
which are handled in the same department. 

During the Christmas holiday rush the entire first 
floor is devoted to suitable holiday items in which toys 
dominate as they are the most popular selling items at 
Christmas. 

Mr. Vickert advertises the fact that his is the only 
all year toy department in Terre Haute and has found 
that for six years his toy business improves. The store 
has been established for 50 years, but toys were added in 
1920 when Mr. Vickert took charge and ownership. The 
last three years have been particularly good for toys and 
have helped expand the general business of the store in 
that it caused new people to come in. 

Overstreet Hardware & Toy Co., in Lexington, Ky., 
has an all year toy business which has been very profitable 
and interesting. Toys are featured in the windows 
during the entire year. Sand toys and miniature motor 
trucks, vehicles and such lines are grouped in this de- 
partment and help swell the monthly volume of all twelve 
months. 

Dolls, doll carriages, stuffed animals, and the many 
small playthings are actively sold by Ogden Hardware 
Co., Ashland, Ky. Toys are featured in the Ogden 
windows regularly and never fail to attract buyers. 

Mahony Hardware Co., Fostoria, Ohio, make a prac- 
tice of showing vehicles intensively during the warmer 
months. While vehicles are not toys or playthings, 
they are akin, and frequently lead to the development 
of toy departments in hardware stores. Coaster wagons, 
Irish mails, scooters, roller skates, autos, tricycles, 
velocipedes, etc., are as staple as nails in hardware stores. 
The customer buying these items for small children can 
be better cultivated if the parents get the habit of 
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Window display of the Overstreet Hardware Co. 
of Lexington, Ky., which presents a wide variety 
of toys, such as fire engines, toy automobiles, air- 


planes, 


buying for their kiddies 
at your store. The hard- 
ware store with the toy 
departments leads to the 
sales of the vehicles nat- 
urally. 

Every day is some 
child’s birthday and toys 
come first as a gift sug- 
gestion for children. The 
hardware store with toys 


will interest small chil- 
dren and will tend to 
draw their _ attention 


when sent by parents for 
other lines. 


windmills, air guns, 


roller skates, 





Every day the 

stork brings a 

new prospect 
for toys 





etc. 











Ogden Hardware Co. of Ashland, Ky., put in this attractively arranged window of dolls, doll 
carriages, kiddie kars and scooters 
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An American Character Study 


Seventh Article 


By Saunders Norvell 
EDUCATION 


Editor's Note—This is the seventh and final istall- 
ment of a series of articles by Mr. Norvell, telling of 
the rise of Charles Reierson. The first saw him in an 
obscure little southern village where he began life; the 
second opens with his entry into the business world and 
closes with Reterson on his first territory as a salesman; 
the third deals with his early career as a salesman; the 
fourth tells of his affiliation with the present-day Rem- 
ington Arms Company; the fifth article deals with 
business reconstruction after the war. In the sixth 
installment, which appeared January 2/th, Mr. Reter- 
son's reminiscences and many interesting sidelights are 
given. 


lk TIRSON continued: “Force of circumstances 

having denied me any extensive facilities for 

education as a boy, it was up to me to make up 

in other ways, just as far as possible, what I had 

missed in the way of regular schooling. I am glad that 
realization came to me early in life. 

‘Whenever possible, I attended night schools, including 
terms in business colleges where night classes were held. 
I tried to get out of them everything I could absorb in 
the courses taught. 

“Always fond of reading, I have read widely and have 
learned much in that way. History always interested me 
and I have read history by the volume—all kinds— 
accompanying this reading with a study of the geography 
of the nations concerned. I grew fond of maps and to 
this day can get a lot of interest out of the big maps in 
the railroad time-tables. 

“People were another never-ending source of educa- 
tion and enlightenment. I have always cultivated people 

-in my younger days, those older than I, whom I con- 
sidered possessed of information I was anxious to ab- 
sorb. One gets a liberal education, in traveling on the 
road as a salesman, from the men he meets—men of all 
stratas of life. One who keeps his ears open can learn 
from all of them. 

“Not long ago, an acquaintance told me of spending 
more than an hour some years ago with President 
Hadley of Yale University. At the close of their con- 
versation, Mr. Hadley asked—‘What is your alma 
mater?’ The answer was—‘Before telling you that, I 
wish you would make a guess. Then I will tell you.’ 
‘Well’—said Mr, Hadley—‘it is inconceivable that in a 
conversation of an hour or more, you would not have 
let something drop to indicate that you are a Yale man, 
if that were the case. I have always believed that in half 
an hour of conversation with any Harvard man, I can 
identify him as such, so Harvard is eliminated!’ 

“Mr. Hadley then named two other universities, giving 
as his opinion that my friend had graduated from one 
of those. My friend then told him that at the age of 
twelve, in order that his mother and some younger 
brothers and sisters might exist, he had been compelled 
to leave school and go to work, so he had never thereafter 
had any schooling. Mr. Hadley then said—‘That is 





something I have often discussed with our faculty. | 
find men like you—men who have had no educational 
facilities, but who undoubtedly have culture, refinemen: 
and, in the broad sense, a wonderful education—in some 
respects superior to any we can give our students. We 
do not understand what it is, but there is something in 
which our universities are lacking.’ 

“T have many times regretted that I could not have 
received a better education; yet, when I look at the aver- 
age college man of today—the young man coming out of 
college at the age of, say, 23 or 24, I look back and 
wonder if, after all, I wasn’t farther along in life at that 
age than he is. I refer to the average graduate—not the 
occasional exception. So many of them seem to have the 
idea that the world owes them an easy living. Nothing 
short of a $10,000 position (not job!) interests them. 
Many of them seem unwilling to pay the price of ad- 
vancement in hard work. I wonder! 

“As president of The Remington Arms Company, [ 
was not merely the head of one business, but of four— 
two of them, the ammunition and pocket cutlery busi- 
nesses, being the largest in the world in those industries, 
while our business in the arms line was the second 
largest in the world and our cash register business was 
also the second largest in the world. After going through 
the trying war days of 1914 to 1918, especially 1917 
and 1918, it did not seem so much of a job to head 
those four big industries. However, looking back upon 
it now, I realize that it was. I have always loved my 
work. I have gotten a great deal of fun and pleasure 
out of it. I have played it as an interesting game, putting 
into it everything I had in me, and a business, or four 
of them, such as the above, requires all one has. 

“Tt has been my good fortune to be associated with a 
lot of very fine people, some of them active members of 
the organization, others directors. A number of the 
latter are men not only nationally, but internationally, 
known. It has been a pleasure, a great satisfaction and 
a liberal education to know such men so intimately. Such 
experiences as it has been my good fortune to undergo 
have given me a much broader viewpoint and a wider 
education than could have come to me in any other way. 
Through such associations, I have been brought into con- 
tact with many other well-known and successful men, 
as well as with many men in public life. 

“Am I regretful at having gotten out of harness? Yes 
and no. Very regretful of the fact, carefully considered 
in advance, that in disassociating myself with hundreds 
of the finest men I have ever known, the very best friends 
[ have in the world—the hardware jobbers of tthe 
country and my business associates—I should miss them 
and all they meant to me greatly. That is my one 
real regret, and the only one. Otherwise, I have none. 

“Until I retired from business, I did not realize how 
very tired I was. I am now to have a good rest—the 
first time in many years that I have had the time to 
take such a rest as I have longed for and felt, at times, 
the need of. I wanted to find out if there was anything 
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but weariness the matter with me. I have had a very 
thorough examination and I am happy to say I have been 
told that there is absolutely nothing wrong with me; 
that my rating is, in fact, unusually high and that, with 
« little rest. | shall be surprised to find how full of pep 
I shall be, so I am going to have that rest. 

“Never having had the time to go abroad, such is now 
my plan. I have no others. Even that is indefinite. I 
intend to take just a leisurely trip on a leisurely steamer 
to an Italian port, then a leisurely loaf through Italy, 
France, maybe Egypt and perhaps other countries, the 
only qualification being that there is to be plenty of 
leisure and no hurry. I have been hurrying all my life 
and now, for the time being, at any rate, there is to be 
no hurrying. 

“T have long wanted to see some of the foreign 
countries, but have never before had time. I want to 
compare them with our own country. You know, people 
in New York have a way of raving over the beauties of 
Europe where they spend much of their time. They 
have told me of the beauties of the Amalfi Drive in 
Italy. When I ask them how it compares with the 
Columbia River Highway, running for one hundred miles 
up the Columbia River from Portland, Oregon—and the 
grandest bit of a drive I have ever seen—they tell me 
they have never been West. Others rave about the 
Alpine Glaciers. When I ask them how they compare 
with our own glaciers, they tell me they have never seen 
ours. 

“Some tell me of the lovely gardens of Italy and 
France. When I ask them how they compare with the 
Magnolia Gardens, with the Middleton Gardens near 
Charleston, S. C., or with Butchart’s Gardens in Vic- 
toria, B. C., they tell me they never heard of them. 
When friends tell me of the glories of gorges in the 
Alps or the Pyrenees and I ask them how those sights 
compare with the Grand Canyon of Arizona, their look 
of blank ignorance convinces me that they have never 
heard of the latter. 

“Thank the Lord, I have seen my own country—every 
one of its many States, its beauties and its glories. I 
shall go abroad prepared to make comparisons and be- 
lieve me, Europe will have to go some to beat parts of 
our own country! 

“T expect to sail on Jan. 29, 1927, on the S. S. ‘Roma,’ 
the new crack steamer of the Italian Line. It is said 
to be the ‘last word’ in steamers visiting Mediterranean 
ports. This is a twelve-day voyage to Naples, stopping 
at various ports for a day en route. It has been my 
good fortune heretofore to get away from the snow 
and ice of winter in New York for short cruises to the 
West Indian and Central American tropics, but not for 
long because of lack of time. Now, at the end of 
January, I shall leave winter behind and when I return, 
Westchester will wear the garb of spring. 

“There are few lovelier spots I have seen than my 
own little place out here in the country, in the little 
village of Bronxville, N. Y., nestling among the hills 
of Westchester County. It covers only a few acres 
of ground, but there is a brook which runs the year round 
across my lawn, a waterfall which lulls me to sleep at 
night and makes me glad to wake in the morning, 
majestic trees and age-old rocks, every variety of lovely 
flower in season, evergreens in winter as well as in 
summer, a hillside with its garden and orchard and 
trees producing every fruit of this clime in abundance. 
I have the feeling that this little spot will look good 
to me on my return from abroad!” 

“Well”—I said to Reierson—“all of us wish you a very 
enjoyable European trip. I will give you letters to some 
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of my friends in Europe and I will also give you a list of 
some of the places you should visit. But now, my dear 
friend, the hardware and sporting goods trade of the 
country will be wondering what you propose to do when 
you return. Have you anything to say to them on that 
subject ?” 

“After my return from abroad?” answered Reierson. 
“Quien Sabe? I have no plan that far ahead. Within 
a week after it became known that I had left The Rem- 
ington Arms Company, I had three opportunities to get 
back into business but to all of them I had one answer 
only—‘Not for the present; I am going to have a good 
vacation.’ 

“Of course, by the time I get back home, I shall be 
fed up on rest and shall be eager to again get into harness. 
| can scarcely imagine myself in any line of business 
that will not permit me to renew and maintain contact 
with my old friends of the hardware jobbing trade, 
hundreds of whom have written me very beautiful letters 
expressing the hope that we may continue to do business 
together. You have seen a number of those letters. 
They are still coming to me daily and I have been able 
to acknowledge receipt of but a limited number of them. 
However, in time, I shall do so. 

“Those letters from my old friends of the hardware 
trade are very greatly appréciated. They make me feel 
good—right down to the bottom of my heart—and 
shall always be retained and treasured. They give me 
credit for having been of value to the trade in exercising 
a stabilizing influence upon the business and in shaping 
and enforcing sound policies. It makes me happy to 
know that my efforts have been appreciated. Yet, I 
should not be quite honest if I did not feel appreciative of 
the loyal friendship and cooperation extended me by 
those same jobbers, without which my efforts could not 
have met with success. It has, therefore, been a fifty- 
fifty proposition. 

“Many letters have come to me, too, from manu- 
facturers in other lines of industry. A number of them 
have been kind enough to say that my influence has 
extended to their lines and that they and their customers 
have benefited accordingly. If that is true, I am glad 
to have been of service to other industries while primarily 
concerned with my own. Even my competitors have 
had very nice things to say to me, particularly to the 
effect that I have exercised a good influence on the in- 
dustry and expressing regret that I am leaving it. 

“It has always been my policy to be on friendly terms 
with my competitors—to treat them fairly and decently— 
to gain their confidence and retain it. When I sold 
goods on the road, all my competitors were my friends. 
There wasn’t one of them who, if he could not secure 
certain business for his own house, did not prefer that 
it come to me rather than to some one else. Many times 
I have had my competitors go to considerable trouble 
to tell me where I should go to secure orders they were 
unable to get. 

“Since I became a manufacturer, the heads of com- 
peting companies have all been my friends. I hope they 
always will be. They are a fine body of men. I have 
never had any disagreements with any of them. At the 
beginning of 1926, when we were all making an effort 
to have an unjust and discriminatory excise, or ‘War’ 
tax of 10 per cent, imposed by the Revenue Act of 
1919 on arms and ammunition, removed, this having been 
one of the inheritances of war conditions which we felt 
was no longer necessary because of the improved con- 
dition of the country’s finances, they unanimously named 


me to appear, in our effort to have this tax rescinded, on 
(Continued on page 79) 
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Sporting goods display by Horn Hardware Co., Toledo, Ohio 
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Are You Interested in Your 
Local Sports Activities? 


These hardware firms find that it pays to boost and take interest 
in the home town and county athletic games 


INCENNES, IND., is a very historic town, the 

home of President Wm. H. Harrison and the out- 

post town in many frontier tales of history and 
fiction. One of the outstanding business firms 1s the 
Liberty Hardware Co., whose sporting goods department 
adds from $20,000 to $25,000 to the annual sales volume. 
About 75 per cent of this business is obtained outside 
of the store and a large proportion of the store business 
is the result of outside sales work. 

This interesting Hoosier town has its full quota of 
athletic clubs, baseball teams, football teams, tennis 
clubs, two good golf courses and a town, county and 
State league for these sports. Members of the Liberty 
Hardware Co.'s sales staff play on some of the athletic 
teams. One or two have been very prominent in local 
and county baseball. When Vincennes football team 
disbanded a Liberty Hardware salesman organized two 
new teams and revived the town’s interest in this game. 

A complete list of all local teams and clubs is kept 
at the store. Whenever possible a representative of the 
company attends meetings and practice work of the 
teams. In this way the store knows the activities and 
plans of all local athletic organizations, is able to offer an 
intelligent selling suggestion on equipment and has an 
idea as to the quality and quantity desired. 


Early each spring the ball clubs are solicited and speci- 
hieations obtained tor bids. ‘The outside sales work 1s 
carried on in several neighboring towns and hamlets to 
such an extent that the Liberty Hardware Co. has a 
reputation for being able to handle all sporting goods 
demands. 
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Smith & Bishel, Middletown, Conn., put in this corking window 
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One of the store windows features sporting goods 
practically all of the time. Seasonal items are shown. 
In the fall football equipment will dominate. In the 
early spring golf, tennis and baseball outfits will be 
worked into attractive displays. In the warmer months, 
swimming suits, are shown. Gymnasium suits, shoes, 
etc., are shown most of the time as these items witi 
golf equipment have an all year appeal and market. 

In connection with the stock carried on each sport- 
ing line, the necessary wearing apparel is sold. You 
wil] note in the photo shown with this story that golf 
goods predominate the Liberty Hardware display. At 
one side shoes, sweaters, jerkins and jackets are attrac- 
tively shown. 

The Horn Hardware Co., Toledo, Ohio, has four di- 
visions in the display windows. When we visited the 
store last August one section was devoted to miscellaneous 
sporting goods used at that time of the year. Baseball, 
tennis and golf goods were shown. This is a com- 
paratively new line of the Horn Hardware Co. whose 
store is in the west end of town. ‘The sporting goods 
department brought many new people into the store and 
added to the volume and profits of the business. 

In Lexington, Ky., the Smith-Watkins Co. has a very 
fine sport goods department, enjoying a_ substantial 
volume of business. The sales plans of this firm are 
much like those of the Liberty Hardware Co. The 
young man in charge of the sports department visited 
the factories making the major items, obtained an idea of 
how and why good equipment is made and gathered in 
this way considerable background to use in closing the 
larger contracts with schools, colleges, clubs and teams 
in and around Lexington. 

Smith & Bishel of Middletown, Conn., are active in the 
sporting goods field, and make a practice of going after 
the outside business which is usually much larger than 
the over the counter trade in-this line. 

A. H. Bishel, the owner, discovered that local schools, 
clubs and teams were buying a large amount of sporting 
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A high class window of golfing goods by Liberty Hdw. Co., 
Vincennes, Ind. 


goods outside of Middletown, so he organized his seven 
competitors and himself into a committee of action. Mr. 
3ishel for thirty years has been successful as a distribu- 
tor of sporting goods and was chosen as spokesman for 
the group. 

He visited the officials of the Board of Education and 
lined up this body in a promise and rule, that each of 
the seven local dealers in sports goods would have an op- 
portunity to bid on all requirements and that the lowest 
local man would receive the contract, but in no case was 
the order to be sent out of town. Mr. Bishel told the 
school board that these seven local merchants helped pay 
for schools and other public benefits, were always ready 
to stand behind goods bought in their stores, had first 
quality material and should be protected on business of 
this nature. The board agreed and the seven dealers 
are selling more equipment to the local schools. 

The various clubs and teams were also appealed to in 
the same way. These merchants helped furnish prizes, 
bought tickets and had in every way possible cooperated 
in the progress of local athletic clubs. 





A real business-getting window of sporting goods by Smith-Watkins, Lexington, Ky. 
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Texas Holds “All Star’? Convention 


Nationally known speakers discuss all phases of mer: 
chandising—Monk elected president 


HE Texas Hardware & Implement Association held its twenty-ninth 


annual convention at Dallas Jan. 18, 19, 20, 1927. 
convention from every standpoint. 


It was a real 
The hardware merchants of the 


Lone Star State, under the leadership of President John C. Ross and Secre- 
tary Dan Scoates, enjoyed a program on par with that of any hardware 


association in the country. 


They showed their appreciation of that program 


in heavy attendance at convention sessions and keen interest in all the 


proceedigs. 

Hamp Williams, merchant extraordi- 
nary, came down from Hot Springs, Ark., 
to deliver a rousing message. They made 
Hamp an honorary member of the asso- 
ciation. Secretary Herbert P. Sheets was 
there to represent the National Associa- 
tion and to give Texas merchants the ben- 
efit of his advice and assistance. Llew 
Soule took a week off from his editing of 
HARDWARE AGE to mingle with his Texas 
friends and talk to them about methods 
for handling present-day competition. 
Other prominent speakers were E. B. Gal- 
laher, Clover Business Service; L. P. 
Gabbard, Texas Agricultural Experiment 
Station; George R. James of the Federal 
Reserve Board; R. B. Lourie, vice-presi- 
dent, John Deere Plow Co., and R. W. 
Carney, Coleman Lamp & Stove Co. 

The opening session was called to order 
Tuesday, Jan. 18, at 10 a. m., with Presi- 
dent John C. Ross presiding. After the 
usual community singing and the invoca- 
tion, pronounced by Dr. Perrin of Dallas, 
L. P. Gabbard, Agriculturist Economist, 
spoke briefly on important factors in profit- 
able agriculture. 

The President’s Address 

President Ross then delivered the an- 
nual presidential address, dealing with the 
problems of the hardware merchant. 

He said: 

“The first and fundamental problem of 
all retail merchandising is freedom from 
uncertainties and unforeseen calls on him 
for money. A merchant must be able to 


plan a budget of his expenses and live 








within that expenditure if he is to succeed. 

How many of us today know just what 
it is going to cost us to run our business 
for the year 1927? Every item of over- 
head and all our purchases of merchan- 
dise should be definitely figured out. 

On the other side of the business we 
should know approximately what volume 
of business we must do during the year 
to make it a successful merchKandising 
year. 

These are problems as old as retailing 
itself and common to all classes of mer- 
chants. 

Sometimes I think the hardware mer- 
chant has the most difficult of all the vari- 
ous branches of retailing. 

A majority of the merchandise sold in 
a hardware store can hardly be classed as 
necessary. It is, rather, a luxury or an 
improvement of one kind or another. We 
must create a desire in the minds of the 
public for these improved articles. The 
grocer fills orders. People have to buy 
food. The hardware merchant must do 
more. People can get along without the 
latest implements or the best household 
wares. We must show our customers the 
economy in time, the added comfort in liv- 
ing that the use of our goods entails. In 
other words, we must sell ideas first. 
These inspire the desire that is absolutely 
essential to volume in the hardware busi- 
ness. 

How to get volume is the big problem 
that we must meet and solve. 





First in order to sell any merchandise, 
other than necessaries, requires high type 
salespeople. It is a serious mistake, and 
too often made by the hardware dealer, who 
employ Joe or Mathilda just because they 
are poor cousins that need work. The 
hardware merchant of today needs live- 
wire salespeople who not only know the 
stock, but are thoroughly informed as to 
the use of each and every article in stock. 
The day is at hand when the use of an 
article and not the mere tool itself must 
be sold. 

Chain Store Problem Not Insurmountable 

The chain store, with its advantage of 
tremendous buying power, is real competi- 
tion to the hardware merchant. But the 
problem of the chain store is not insur- 
mountable. If the local merchant will 
employ local men and women as salespeo- 
ple, and train them to give superior sell- 
ing service, the community will rally to the 
local merchant. 

The most serious problems confronting 
the hardware merchant today is the com- 
petition arising from merchants in what 
are usually considered non-competing 
lines. Department stores, 10-cent stores 
and drug stores often handle many ar- 
ticles that legitimately belong to the hard- 
ware merchant. 

Take razor blades, for example. Your 
customer can purchase them from most 
any drug store or even cigar stand. These 
stores are open Sundays and evenings. 
The customer is weaned away from you 
by the force of habit. Many hundreds of 
dollars of sales are lost to the hardware 
merchant in this character of competition. 
There is only one remedy I know, and it 
is only partial. The hardware man will 
have to fight the devil with his own fist. 
Stock your sales counter with other mer- 
chandise handled by the drug store. Sell 
these on a very small margin of profit. 
This will attract customers to whom addi-- 
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tional sales can be made by wise sugges- 
tions. Also, we would suggest that the 
drug stores be compelled to sell only drugs 
on Sundays when hardware stores are 
closed. 

These are real problems, of course, but 
we must not take faint heart because of 
them, for they exist in every life, and if 
it were not for these ever-recurring ob- 
stacles we would soon become stale in our 
business life. 

The remedy lies with the individual as 
does the fault. Find your trouble and by 
hard work, straight thinking and good 
managing you can, with the help of your 
association, overcome all of them and be 
better merchants, because of the experi- 
ence brought about by such problems.” 


Hamp Williams Speaks 


Hamp Williams, past president of the 
“National,” followed. He said in part: 

“T have often said that our judgment is 
no better than our information. In my 
thirty-one years’ experience in the retail 
hardware business I have never worried 
over a dull day, week or month, but to the 
contrary tried to make use of them profit- 
ably. Whatever success I have made is 
partly due to dull days, strong competi- 
tion, adversity and reverses. My oppo- 
nents fought me and my friends boosted 
me. I made more friends than enemies, 
else [ would not have succeeded. 

I have adopted the modern methods of 
doing business throughout, and have ap- 
plied most of the improved methods to my 
business as they came. We have reduced 
our hardware and implement stock from 
$75,000 to $35,000 and invested the dif- 
ference in furniture, clothing and dry 
goods. . 

We have discounted our invoices from 
the time I began business thirty-one years 
ago, with a capital of $775 and an annual 
sale of $6,000, up to this good day, when 
our capital is a few hundred times greater 
and our annual sales up around a million 
dollars. All lines of shelf hardware we 
prefer to buy of the jobbers, in small 
lots, from fifteen to twenty-five dollars, 
but if the jobbers will place me in a po- 
sition to meet mail order competition and 
make a fair profit, and stop selling my 
customers, I will agree to increase the 
size of my orders hereafter. 

We would like very much to see the 
Hardware Council bring about a better 
understanding between the three avenues 
of distribution. If the manufacturer 
would sell the wholesaler, at a price which 
would enable him to sell the retailer, at a 
price which he can sell the consumer and 
meet mail order and chain store compe- 
tition and make a living profit, it would 
go a long way toward relief. One Iowa 
jobber has given its salesmen instructions 
to put their customers in a position to 
meet all legitimate mail order competition, 
including chain stores. They are compar- 
ing their wholesale prices with the mail 
order catalog prices, and are demanding 
of the manufacturers prices so they can 
do this and make a profit. And now this 


enterprising firm is appealing to the re- 
tailers to advertise these prices to their 
trade. 

Why don’t the manufacturer and whole- 
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saler each get hold of the Sears & Roe- 
buck and the Montgomery-Ward catalog 
and fix their prices to meet this competi- 
tion? If a salesman would come into my 
store with a Sears & Roebuck catalog un- 
der his arm, throw it down on the counter 
alongside of his own, and say to me, “Pick 
out the items which the mail order houses 
are selling at less than you can sell them 
for, and we will fix you right now so you 
can meet competition and make a profit,” 
how many at this convention could pick 
those items? I could only pick one hun- 
dred, forty-four of which the mail order 
house prices are a trifle under our prices, 
and forty-six items upon which we are 
lower, and ten items exactly the same. 
But what I am kicking about is, we are 
not making the profit we should make, 
and we are to blame to some extent. 

Llew Soule hit the nail square on the 
head when he wrote that editorial entitled 
“Red Ink and Black.” Mr. Williams here 
gave a concrete example by telling how he 
obtained a profit on carving sets during 
Christmas week. 

He went on to say: “Is there any good 
reason why I should confine myself to not 
over a certain percentage of margin on 
merchandise? If you should remove the 
cost mark and selling price from your en- 
tire stock and sell goods for what you 
think they are worth, could you hold your 
own with the public? We will never get 
anywhere begging. We will have to fight 
for what we get from now on. We should 
defy mail order and chain store competi- 
tion. My firm is going to find out who it 
is who are buying from mail order house, 
and we are going to tell these people in 
person, by circulars and through the news- 
papers, that we can and will meet any 
and all legitimate prices. 


Can Meet Mail Order Prices 


Our recent investigation upon one hun- 
dred items has convinced us that we can 
meet the prices. It is true that we are 
not making the margin we should, but we 
found out that we can make a greater 
profit than we have been making. We 
held one store meeting in September and 
revised our prices, which showed results 
the first month and each month thereafter. 

I will never forget what my friend, Bill 
Waddell, said several years ago in a 
speech he made in Atlanta, Ga. He said: 
“Tt is just a question as to which knows 
values best, me or my customers. I get 
all I can for my goods, legitimately, and 
I do not worry about my customers. They 
are capable of taking care of themselves. 
I am looking after Bill.” 

Have you ever noticed how people flock 
around an auction store? The auctioneer 
may skin them today, so tomorrow they 
go back to skin him and get even, but 
usually he skins them again. Then when 
they come into our store we sympathize 
with them and sell them nails, plows and 
such goods as are not handled by the mail 
order houses and chain stores, at cost, and 
wait thirty, sixty, or ninety days for our 
pay—delivery and everything else free. 
No more of that kind of business for me. 
I believe in giving honest weight, and 
honest measure. I believe that “honesty 
is the best policy.” I believe in all that 
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is right and just. I also believe that I 
am entitled to a profit on my goods and 
I am going to have it from now on. 

I have been trying to get the leaders in 
my store to advertise more extensively, 
and finally I had to order that it be done, 
and name the man who was to write the 
ads. We agreed to increase our advertis- 
ing budget about 400 per cent. We had 
the largest business in December that we 
have ever had; sold more high priced 
hardware, and Christmas gifts, than ever 
before in our history, and we all believe 
that this increase was due to an intensive 
program of advertising before Christmas. 


Personal Contact Is Strength of the 
Retail Store 

The outstanding possibilities and the 
strength of the independent retail stores 
of this country is personal contact; that 
is why Montgomery Ward is _ building 
stores and warehouses all over; and that 
is why Sears & Roebuck is sending men 
into thickly populated districts, not to sell 
goods, but to create “good will.” Have 
you ever heard the non-sectarian preacher 
over your radio on Sunday evening in the 
“Little Brawn Church in the Vale” from 
Sears Roebuck’s station, WLS, Chicago? 
If you have not, it will pay you to listen 
to him. He is a wonderful speaker, not 
loud, but soft and appealing. Have you 
heard the agricultural and farm programs 
sent out by Sears & Roebuck from Dallas, 
Chicago, Kansas City, Atlanta, and other 
stations? Did you hear them Christmas 
week, soliciting funds for the kiddies? 
Did you know that they are selling radio 
sets and trying to get one into every home 
in this country so that they can reach 
everybody with their sermons, beautiful 
music, lectures, and entertainments of va- 
rious kinds? In my opinion, this is all 
good business, and they are to be com- 
mended for doing a wonderful service. 
What are we doing? How much do you 
do to keep up the churches and Sunday 
schools in your town? I am doing more 
than I ever did in my life, and that is not 
any too much. 

What “have you done for the farmers? 
Is there any special reason why they 
should patronize you in preference to 
Sears & Roebuck? 

In conclusion I want to make the fol- 
lowing suggestions to the retail hardware 
dealers of this country: First, I believe 
that we should increase the membership 
of our State Retail Hardware Associa- 
tions and try, if possible, to get every 
hardware dealer into our organization. 
Second, establish a powerful broadcasting 
station at our national headquarters, and 
render the merchants and farmers a ser- 
vice worth while. A sermon every Sunday 
evening, music, lectures, crop reports, 
weather forecasts, and such programs as 
our official family at headquarters may de- 
termine. Third, that we double our ener- 
gies in local affairs, increase our assess- 
ment to the churches, attend to and boost 
our chambers of commerce, boost for bet- 
ter schools, better highways, better homes, 
diversified farming, an intensive program 
of advertising through the newspapers, the 
best and most economical system of adver- 
tising that we have. 
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A representative group of prominent speakers at the annual convention of the Texas Hardware and Implement Association, in- 


cluding Dan Scoates, secretary; Carl Monk, the new president; 


And if we will do all these things and 
get a profit on our goods, we will succeed, 
and we will be most thankful to Sears 
Roebuck. Montgomery-Ward and _ others, 
for what they have done in bringing us to 
our senses and by example, showing us the 
light and the way to success. Theirs is 
the modern way of doing business.” 


Carl Monk Addresses Convention 


Mr. Williams was followed by Carl 
Monk, Nacogdoches, who reported his im- 
pressions of the National Congress held 
in Indianapolis last June. Concerning the 
future of. retailing, he said: 

“In dealing with this problem we are 
forced to face present day competition. 
The mail order house, chain stores, de- 
partment stores, drug stores and many 
other sources of competition—including 
those would be jobbers—who are trying to 
carry water on both shoulders. You know 
what I mean. Those jobbers of hardware 
who want to sell you everything and then 
go down the street and sell a garage, drug 
store, blacksmith, plantation owner and 
most anyone else whose credit is good or 
who will pay cash—anything and at about 
the same price that you have paid. 

Conditions must change or you and I 
fail. You will not be able to change your 
competition. You must therefore change 
your own business. A great deal more 
attention should be paid to your buying. 
for a large part of our goods we have 
been paying such high prices that we are 
unable to meet prices quoted by our new 
competitors. 

\We argue “service.” That brings up a 
serious question, “Are we rendering too 
much service?” You deliver—your new 
competitors do not—you replace this or 
that for various reasons—will your new 
competitors do that? You charge it—does 
the chain do that? Who 1s getting the 
business? How much special service does 
the public want and what is it willing to 
pay ? 

So much for the problems that confront 
us. We must do something that will keep 
us in line for business. We must change 
our manner of doing business to meet the 
demand of a nervous and critical public. 


Better displays that will make buying 
easier and selling more profitable are 
urged. You have always had some trade 


that was nervous and in a big hurry. Now 
practically all trade wants it “in a hurry.” 
Fix up for this trade. Prepare to give 
it to them quicker, easier and better. Do 
more toward training your clerks. Teach 
those fellows to be more efficient—give 
them more of your time and they will take 
less of your customers time. You know 
what I mean. 


Teach them how and why 
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and the job, with a customer in hand, will 
be done quicker and better. It will be 
profitable to you—it is only fair to your 
employee, and your customer is all but 
demanding it. 

Are you staying too close to old es- 
tablished hardware lines? If you are and 
have been able to stay on the black side 
of your “loss and gain” account you are 
“some guy in your day.” Go into newer 
lines—it’s fun—furnishes a feeling of ad- 
venture and last but not least it is profit- 
able. Your community wants and needs 
many items of merchandtse that are not 
being sold by you and in many cases the 
field would be open without any serious 
competition. 

Do you continue buying by the hit and 
miss method? Standardize—standardize 
on your purchases and on the stock you 
are going to carry. You will find the 
happy result of a smaller, yet more com- 
plete stock—fewer shorts and out of stock 
items making necessary those apologies, 
“I am sorry, but we are out of that to- 
day.” It will give you a greater turnover 
and more actual profit. Standardize as 
much as you can—keep a stock record, and 
then cut out those things that your trade 
does not want and will not buy in suff- 
cient quantity to show you a reasonable 
profit. 

You have heard much about present day 
credit system. You are sure to hear more. 
However, it seems to be the consensus of 
opinion the hardware men of this country 
that credit is too cheap and instalment 
terms are too long and should bé reduced. 

Before I close I want to say that there 
is one thing that all good hardware men 
are together on: “They are not thinking 
about quitting.” They see the facts—and 
are facing them as facts and are squaring 
themselves to make battle in a winning 
way. They are using their keenest thought 
and best effort to raise their own methods 
to such a high state of efficiency that they 
will be enabled to go on in a high spirited 
way to greater success and they are sure 
to do it.” 





Convention Hears National Secretary 


Herbert P. Sheets 

National Secretary Herbert P. Sheets, 
opened the Tuesday afternoon program 
with a broadgage talk on current business 
trends. He declared that hardware deal- 
ers have been slow in adjusting themselves 
to rapidly changing business conditions. 

“You now are competing with the chain 
stores, mail-order houses and _ other 
agencies that but slightly affected you fif- 
teen years ago, and you must set your 
house in order if you expect to survive,” 
he said. “Modern buyers more largely are 
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actuated by what they want than what they 
need, and you deal largely in necessities. 
Yours is by nature a conservative busi- 
ness but you must give up some of your 
conservative practices. 

Weed out all the commodities for 
which there was a big demand ten or 
twenty years ago, but for which you 
seldom have calls now, arrange your store 
attractively and display your goods at- 
tractively. Place labor-saving devices in 
conspicuous places. People have much 
money and much leisure now, and they 
want more leisure. Labor-saving devices 
will give it to them. The department 
stores have infringed on your business by 
putting many of your best-selling com- 
modities into their own lines. Don’t be 
afraid to get slightly out of your old line 
if the commodity sells readily.” 


Right Pricing and Proper Buying Subject 
of E. B. Gallaher’s Address 

Mr. Sheets was followed by E. B. 
Gallaher, editor of Clover Business Ser- 
vice, Norwalk, Conn., who spoke on the 
problems of right pricing and proper buy- 
ing. “Competition in the business world,” 
he said, “may reasonably be expected to 
become stiffer in 1927, than in the year 
just closed.” Business, or rather prices, 
go in cycles of approximately fifty-five 


years; the last complete cycle running 
from 1865 to 1920. From 1865 to 1890 
prices erratically, but steadily declined. 
They wavered from 1890 to 1900 then 


started the upgrade and maintained it to 
1920. He stressed the value of adequate 
turnover and declared that the local re- 
tailer can successfully compete, side by 
side, with the chain stores and the mail 
order houses if he manages his business 
wisely. There will be plenty of business 
in 1927, but dealers will have to get out 
after it if they expect to succeed, in his 
opinion. The speaker was not pessimistic, 
and said that he expected no precipitous 
decline in prices, but expressed the belief 
that it was a very favorable time to keep 
one’s affairs in a fairly liquid condition. 
Mr. George R. James was the first 
speaker on the Wednesday program. Huis 
address dealt with the financial situation 


of the South, and contained an admonition 


to guard against exhaustion of natural re- 
sources. 

Liew S. Soule, editor of HARDWARE AGE, 
was also on the Wednesday program, with 
a practical address on the handling of 
present day competition. Mr. Soule illus- 
trated his talk with a series of specially 
designed charts covering the various 
phases discussed. He made a comparison 
of the merchant back in 1900, and the mer- 
chant of today, calling particular atten- 
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tion to the shorter hours of the present 
business week, and the multitude of ac- 
tivities crowded into those hours. He 
gave an analysis of the merchant himself 
and then an analysis of his business. 

Retail business operation, he said, is 
facing many new conditions, and these 
conditions are fundamental. The individu- 
al retailer is in contact with a rapidly de- 
creasing local area in which he can do 
business, because of the vast number of 
merchants. There would not be too many 
merchants, however, he said, if locations 
were wisely chosen, and he expressed the 
wish that jobbers would take an active in- 
terest in advising against the opening of 
new stores except where there is a real 
demand for them. 

He took up departmentization of stores, 
collections, training of store employees and 
many other subjects. In referring to turn- 
over Mr. Soule emphasized the fact that 
too much attention is paid to turnover of 
stock, and not enough to turnover of cus- 
tomers. Whenever turnover of merchan- 
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dise is carried to a point where it results 
in an inadequate stock, there is a turnover 
of customers, he said, which far more 
offsets any possible benefits. Hand-to- 
mouth buying will eventually boost prices, 
he declared, and should be replaced by “re- 
quirement” or “turnover” buying, which 
means the buying of goods in sufficient 
quantities to insure both a_ reasonable 
turnover and an adequate stock. 

The two speakers of the final session 
were R. B. Lourie, vice-president, John 
Deere Plow Co., and R. W. Carney, Cole- 
man Lamp & Stove Co. Mr. Lourie’s talk 
dealt largely with the proper handling of 
farm implements and was well received. 

Mr. Carney dealt rather with the prob- 
lem of increasing the efficiency of the re- 
tail salesman, whom he referred to as the 
most neglected factor in retail merchandis- 
ing. 

Poor retail salesmanship, he declared to 
be the most expensive thing in merchan- 
dise distribution. He advised merchants 
to impress on their clerks the responsi- 
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bility, dignity and importance of their jobs. 
The hundreds of dollars worth of business 
which is. walking out of hardware stores 
today, due to careless, ignorant, inefficient 
selling, represents the difference between 
red ink and black on retail ledgers. 

Sell the clerk on his job, he advised. 
Teach him to know the goods—their uses 
and services. 

The balance of the session was given 
over to routine business, including the 
election of the following officers for the 
coming year: 

President, ‘Carl Monk, Nacogdoches; 
vice-president, F. X. Schad, Gainesville ; 
directors, John T. Day, Hamlin; O. B. 
Hocker, Clarksville; S. L. Randlett, Lan- 
caster; T. C. Thompson, Canyon; T. L. 
Whaley, Marshall; J. H. Ewing, Robs- 
town; H. H. Tracy, Tulia; J. W. Hall, 
Houston; A. C. Toudouze, San Antonio. 

Announcement was also made to the 
effect that the Texas Association is now 
reafhliated with the National Retail Hard- 
ware Association. 





Plans for Bigger and Better Business in 1927 
Discussed at West Virginia Convention 


Homer Drane of West Union succeeds James C. Fielding of Charleston as 
president—James B. Carson re-elected secretary 


LANS for increased sales in 1927 and a discussion of ways and 
means of meeting competition of the chain store, the mail order 
house, the department store and the public utilities’ store were among 
the chief features discussed at the twenty-first annual convention and ex- 
hibition of the West Virginia Hardware Association, at Parkersburg, 


January 18-21. 


Paul J. Stokes, of the National Retail 
Hardware Association, in his address on 
“Present Business Tendencies” outlined 
some plans being used by retail hardware 
men to increase their sales and to meet 
competition. Retail hardware men are 
studying the wants of their communities, 
are adopting “hand to mouth” buying 
methods, changing their lines of display, 
canvassing, adding new lines and novelties 
and are making their advertising copy 
more to the point, he asserted. 

James C. Fielding, Charleston, president 
of the state association, opened the pro- 
gram this morning with his address of 
welcome and best wishes for 1927. “Our 
organization helps us to weather the storm 
by showing the value of working together 
and assisting each other to live and help 
live. The cooperation of all is needed to 
meet the new conditions that have arisen 
in the hardware game. Competition is 
keener than ever before and comes in 
many forms. The survival of the fittest is 
predicted in our business as in all other 
lines. The best thing for each dealer to do 
is to study his own conditions; exchange 
ideas with other merchants and utilize the 
knowledge and _ suggestions of expert 
statisticians,’ President Fielding said. 

Secretary James B. Carson in the course 
of his report and address said: 
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Retiring President 


“From everywhere comes the report of 
the changed conditions in the buying habits 
of our people, of combinations of capital 
in the promotion of chain stores with a 
new and distinct appeal for patronage. 

“Whether this change is just a tem- 
porary condition and not permanent, no 
one can tell. Some _ forecasters have 
pronounced sentence on the small town 








dealer because of automobiles and good 
roads. My thirty years experience with 
the retail hardware business and most of 
this time in very close touch with the 
work of the state association, has taught 
me that the solution of this question is 
largely one of the member himself. 


“T have never yet seen a failure where 
the member loved his work and planned 
for his business while he worked. Let’s 
look all these problems that confront 
us, direttly in the face. If there is some- 
thing we have got to do individually to 
keep the distribution of hardware in the 
retail hardware store, let’s do it. What we 
need is more concerted action towards a 
definite end.” ° 

W. R. Story, Pittsburgh, representing 
W. C. Heller & Co., Montpelier, Ohio, dis- 
cussed “Improved Hardware Stores” in a 
very interesting address. 

Homer Drane, of the firm of Drane and 
Michaels, West Union, W. Va., was elected 
president of,the association for the com- 
ing year. ‘Other officers elected are 
Richard M. Frye, Keyser, W. Va., first 
vice-president; and H. B. Clowers, Oak- 
hill, W. Va., second vice-president. James 
B. Carson, Dayton, Ohio, was re-elected 
secretary. C. D. Kyle, Wellsburg, W. Va., 
was selected as a member of the executive 
committee. The new president, Homer 
Drane, was appointed delegate to the Na- 
tional Retail Hardware Association con- 
vention. 

The selection of the time and place of 
the next convention will be made at an 
early date. 
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Committee Meeting with Jobbers 


Association in convention at Kansas City selects 
Ed C. Hood, Pittsburg, Kan., as president— 
H. J. Hodge re-elected secretary 


T the thirty-eighth annual convention of the Western Retail Imple- 

ment and Hardware Association, held at the Coates House, Kansas 

City, Mo., Jan. 18-20, the members called for a conference with 
hardware jobbers to reach agreement on some of the problems that tend 
to make the path of the retailer difficult. At the Hardware Day morning 
session, held Jan. 19, the following resolution was adopted: 

“That we appoint a strong committee from our membership to meet a 
similar committee from the hardware jobbers to discuss these problems 
just as frankly as we have been discussing them here.” 

The resolution was introduced from the floor by J. F. Goodman of Tulsa 
and Kansas City after considerable discussion had arisen on the ,subjects 
brought up in the report of Secretary H. J. Hodge on the questionnaire sent 
out from Western headquarters concerning practices against which dealers 
had complained. The motion for the adoption of the foregoing resolution 
was seconded by A. A. Doerr of Larned, Kan. 


Officers were elected at the final session 
Jan. 20, as follows: 

Ed. C. Hood, Pittsburg, Kan., president. 

William G. McCluskey, Billings, Okla., 
vice-president. 

Fred Taylor of Lyons, Kan., and Jere 
Kimmel of Robinson, Kan., were reelected 
to the board of directors for the three- 
year term. Charles O. Hitchcock of 
Hutchinson was chosen a director to fill 
the unexpired term of Mr. McCluskey. 

Throughout the convention singing was 
led by Mr. Taylor. The “Quartless 
Quartet,” composed of Mr. Taylor, H. R. 
Kugler and H. L. Covert of Abilene, 
Kan., and Clyde Bishop of Chanute, Kan., 
also contributed pleasantly to the musical 
program. 

Before the meeting got under way the 
members of the Kansas City Retail Hard- a 














ware Association arrayed in comic paper Speaker 





caps and grinding their hurdy-gurdies filed 
across the stage behind President L. O. 
Tabler. Secretary John C. Long, or some- 
body that looked like him, used a big gal- 
vanized tub for a bass drum. “Hail, Hail, 
the Gang’s All Here,” was the next song. 

At length the noise died down and Pres- 
ident Henry W. Fly of Monett, Mo., fac- 
ing an audience of implement and _ hard- 
ware men who filled the lower floor of 
the Missouri Theater, declared the conven- 
tion open. At this first session a good- 
sized delegation from the Kansas City 
Implement, Hardware and Tractor Club, 
the local wholesale organization, was 
present. 

President Fly wasted no words in get- 
ting the sessions started. He said simply 
that general conditions were better than 
they had been in years, that the morale 
of the trade had improved and that deal- 
ers were in a pleasanter frame of mind 
than formerly. 


Secretary Makes Report 


Before making his annual report, Secre- 
tary Hodge, referring to the fire that had 
recently burned out Western headquarters 
at Abilene, said that it would take far 
more than the action of the elements to 
destroy the Western. Mr. Hodge’s re- 
port follows in part: 

“As I told you at your last convention, 
the most prolific source of complaint 
among our members who carry stocks of 
hardware, and these members comprise 
more than 90 per cent of our total mem- 
bership, is the competition of the stores 
which carry hardware specialties as a side- 
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line and use them as leaders. Not only 
this, but the difficulty, owing to the large 
and varied line carried by the hardware 
jobbers nowadays of confining sales to 
garages, drug stores, etc., of the particu- 
lar line of goods which they stock. I felt 
we should formulate some plan that hard- 
ware dealers can work by and that will 
be a help to the vast number who are 
asking, ‘What can we do to protect our 
trade?’ Discussion of this plan developed 
the fact that we needed more definite in- 
formation than we had at hand and it 
was decided that the only way to obtain 
it was by making a general survey. 
Finally a motion prevailed instructing the 
secretary to send a questionnaire to every 
member of the Association who handles 
hardware and that this questionnaire 
should consist of questions directly perti- 
nent to the subject. The questionnaire 
was prepared and sent out and the interest 
taken by our members was shown by the 
tremendous number of returns, the largest 
return of any questionnaire which ever 
went forth from my office. 

“In some of the answers received it 1s 
plain that our members have not given 
one consideration to the laws which must 
be observed in all of our Association 
work. Publishing names of offenders is 
illegal. It has never been practiced by 
this Association. 

“Now that we have as definite infor- 
mation as it is possible to obtain and 
know exactly what the conditions are, my 
suggestion is that this year this conven- 
tion take constructive action by appoint- 
ing a strong committee to take the sub- 
ject up with the hardware jobbers who 
seek the trade of the dealers in the terri- 
tory covered by the Association.” 


Former Western President Speaks 


FE. I. King of Logan, Kan., a former 
Western president, rose to pay tribute to 
the lives of four former presidents who 
died since the preceding convention. 

“The grim reaper has never been so un- 
kind to us,” said Mr. King, “as in his re- 
quirements during the past year. Never 
before has more than one ex-president 
been called to his reward in any one year.” 

His tribute was dedicated to these men 
who died in 1926-27: C. G. Cochran, Hays, 
Kan., president in 1911; N. D. Robnett, 
Barstow, Fla., president in 1904; Othello 
H. Young, Elk City, Okla., president in 
1920; Jacob W. Paulen, Fredonia, Kan., 
president in 1901. 

Tom N. Witten of Trenton, Mo., spoke 
of the outstanding work done for the 
Western association by T. G. Wiles of 
Cherokee, Kan., a former president of 
the organization and of the National Fed- 
eration. Mr. Witten proposed Mr. Wiles’ 
name for honorary membership. Put to 
a vote of the convention, the proposal was 
approved unanimously. Secretary Hodge 
said that Mr. Wiles was the only member 
ever honored in this fashion. 

From the floor Fred Taylor introduced 
the following resolution: 

“Legislative bodies are now in session 
in the States covered by this organiza- 
tion and we request that the good roads 
problem receive their favorable considera- 
tion to the end that connecting trade links 
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be established by plans and methods the 
least burdensome to the people.” 

The resolution was adopted without 
dissent. 


Resolution on Navigation 


W. C. Cole of Bethany, Mo., offered this 
resolution: 

“We heartily endorse and urge the early 
completion of all the river and harbor 
projects in the United States which have 
been recommended for improvement by 
the United States Army engineers and au- 
thorized by Congress. 

“We believe that the navigation of our 
rivers will be of great benefit to the agri- 
cultural interests of this country, enabling 
them to ship their products and receive 
their supplies upon an economical basis. 

“We sympathize with the efforts of 
Oklahoma and the States associated with 
her to control and utilize the flood waters 
and pledge these States our best endeav- 
ors to aid them in their far-seeing and 
commendable purpose.” 

Mr. Cole’s resolution was adopted by 
the unanimous voice of the convention. 

President M. R. Voorhees of the Kan- 
sas City Implement, Hardware and Trac- 
tor Club, being introduced to the conven- 
tion, announced the local entertainment 
plans for the week, including the theater 
party for the ladies of visiting dealers and 
the Athletic Carnival Wednesday night at 
the American Royal Arena. 

E. J. Gittins, former president oi the 
National Association of Farm Equipment 
Manufacturers and vice-president of the 
J. I. Case Threshing Machine Co., Racine, 
Wis., after his introduction by President 
Fly, addressed the dealers in behalf of 
the manufacturing arm of the industry 
on “The Future of the Farm Equipment 
Business.” 

C. R. Peters, Winterset, Ia., president 
of the National Federation of Implement 
Dealers’ Associations, a visitor at the con- 
vention, was introduced and asked to 
speak. 

Mr. Peters said it was always an inspi- 
ration to visit the Western gathering. 
E. P. Armknecht of Donnellson, Iowa, 
chairman of the Federation’s trade rela- 
tions committee, responded in similar vein. 

Mr. Armknecht said he would like to 
hear and see more of the industry’s offi- 
cially adopted slogan, “Good equipment 
makes a good farmer better.” 


Urges Pushing of Slogan 


“Let’s push that slogan harder,” he 
urged. “Have it painted on gates, shovel- 
ing boards, yard sticks, lead pencils—any- 
where that it will come to the attention of 
the farmers. It is distinctly worth-while 
and helps put our industry on a par with 
other industries.” 

Secretary James Wallace of the Muid- 
West Implement Dealers’ Association, 
Council Bluffs, Iowa, Secretary G. W. 
White of the Illinois Implement Dealers’ 
Association, Urbana, IIl., and S. E. Dil- 
lavou of Champaign, IIl., also responded to 
the introductions of President Fly. 


Speaker Bondurant Delivers Address 


Following Mr. Hodge’s extensive outline 
of the results of the hardware question- 
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naire, Price Bondurant of Great Bend, 
Kan., who made a notable speech at last 
year’s national retail hardware conven- 
tion, delivered an address which he called 
“Jobber Competition.” 

Mr. Bondurant, who read his speech, 
prefaced it by saying that he felt strongly 
on the subject under discussion and pur- 
posely made his points as emphatic as pos- 
sible. Some, he predicted, would call him 
radical; nevertheless, he believed the topic 
should be presented vigorously. 


Adds to Cost of Doing Business 


A. A. Doerr said that he did not have 
quite as much complaint to register against 
the jobber as some other retailers had, al- 
though he found practices creeping into 
the trade that were questionable. 

He said that hardware traveling men 
used to call on him every sixty days or so; 
now they call four times in such a period. 
Mr. Doerr said he never liked to see a 
hardware specialty salesman come into his 
store, since he believed it added too much 
to the cost of doing business. His re- 
marks were applauded. 

E. L. Gray of Jewell, Kan., thought 
many of the evils under consideration 
could best be cured by discussing them in 
each dealer’s home town at the commer- 
cial club meetings. He said he had been 
in business forty-three years and had 
never had much trouble with the hard- 
ware jobber. 

Clyde Bishop of Chanute, Kan., came 
to the defense of the traveling man. “We 
are all human,” he said. “Talk these mat- 
ters over with your hardware salesman. 
If he’s the right kind of a man traveling 
for the right kind of a house, he’ll cor- 
rect the cause of your complaint.” 

After several others had _ expressed 
opinions Mr. Goodman of Tulsa, Okla., 
and Kansas City presented the resolution 
given at the beginning of this account of 
the convention. E. I. King said he be- 
lieved the resolution sounded the true key- 
note to the situation. Mr. Doerr said some 
dealers permitted the “little difficulties” to 
weight them down too much. 

The Thursday morning session, after 
the singing, began with a Question Box 
discussion. Mr. Doerr asked permission 
to read an editorial from the Kansas City 
Journal on the importance of the Western 
to Kansas City and to the Western trade. 
On his motion, the convention expressed 
thanks for this piece of publicity. 

As chairman of the resolutions commit- 
tee Mr. Doerr then read the report of that 
committee. 


“Building Confidence in Business” 


An excellent inspirational and informa- 
tional talk on “Building Confidence in 
Business” was made by Harry N. Tolles, 
president of the Sheldon School, Chicago. 
The keynote of his talk was that success 
operates through law and not through 
luck. 

Then followed the election of officers 
and the closing business of the conyention. 
The report of the necrology committee 
was made by Charles McCarthy of Man- 
kato and Emporia, Kan. 
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New England Dealers 
Hear Address by 
Senator Moses 


Thirty-fourth Annual Banquet of 
Association Is Held at Hotel 
Somerset, Boston, Jan. 27 


The New England Iron and Hardware 
Association held its thirty-fourth annual 
banquet Thursday evening, Jan. 27, at Ho- 
tel Somerset, Boston. Hon. Samuel L. 
Powers, for many years toastmaster on 
these occasions, again officiated, and in a 
humorous way made it a New Hampshire 
night because a majority of the speakers 
were born in that State. 

Hon. George H. Moses, United States 
Senator from New Hampshire, was the 
chief speaker of the evening. His remarks 
were mainly of the Senate, its workings 
and some of the personal figures in it. 
He referred to the Senate as a vastly 
changed and constantly changing body 
since he first became a member. When the 
new Senate comes in next December there 
will be but nine members who were mem- 
bers of that body when Senator Moses 
first took his seat. 

Changes, he said, have been due to na- 
tional causes, and he professed to see po- 
litical disaster if causes increase as they 
have of late years. As for rules of the 
Senate, they are not as our forefathers 
prescribed; they are what a majority of 
the members think, consequently there is 
constant confusion. He stated there is lit- 
tle left of the fundamental rules previ- 
ously laid down. 

He assured the members of the associa- 
tion, however, that there is nothing in the 
congressional mind to give us reason for 
concern. He is certain there will be no 
war with Mexico or with China, and that 
Congress will continue to build up Europe 
through financial aid. Senator Moses be- 
leves the bloc system in Congress is one 
of most menacing features of our national 
life. 

Our taxation system he branded as un- 
equitable, unproductive and unsound. After 
touching on individuals, he said there were 
no great outstanding figures on the sena- 
torial horizon. The Senate as a whole, in 
his opinion, is serious and deeply con- 
cerned with the problems of the country. 
It appears to be the vogue, however, for 
everybody to take a fling at the Senate, 
and he urged those present to remember 
a sign painted on the walls of a little 
Idaho church which reads: Please don’t 
shoot at the organist. He is doing the 
best he can. 

Thomas Rice Varick, John B. Varick 
Co., Manchester, N. H., gave a masterful 
oration on New Hampshire, its charms, its 
industry, its agriculture, and its men and 
women. He paid a glowing tribute to 
Charles A. Adams, who was present, and 
to George E. McClintic. Mr. Adams be- 
came associated with the Varick company 
May 8, 1868. When the firm was incor- 
porated in 1884 he was made manager 
and has retained that position since. Mr. 
McClintic entered the employ of the com- 
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pany in 1885, and is now assistant man- 
ager. 

Hon. Charles P. Howard, chairman of 
commission on administration and finance, 
commonwealth of Massachusetts, repre- 


senting the Governor of that State, ad- 


dressed the association. William A. Hop- 
kins, Decatur & Hopkins Co., president, 
introduced Mr. Powers as_ toastmaster. 
Other guests of the evening were Myron 
B. Damon, Fitchburg Hardware Co., 
Fitchburg, Mass., and Rev. Harold Major, 
D.D.,. Boston. 
Some 250 members and guests attended 
the banquet. 
Walter J. Munro Becomes Vice- 
President, Sweeney & James Co. 
Walter J. Munro, formerly vice-presi- 


dent and sales director of the Osborn 
Manufacturing Co., Cleveland, Ohio, has 





Walter J. Munro 


become associated with the Sweeney & 
James Co., advertising and merchandising, 


'with headquarters at 1632 Euclid Avenue, 


Cleveland, Ohio. 

For a number of years Mr. Munro has 
been active in advertising and merchandis- 
ing fields, having been connected with 
McManus, Inc., both in the firm’s Detroit 
and Cleveland offices. 

During the war he was 
General C. C. Jamieson, Chief of 
duction in the War Department. 


assistant to 
Pro- 





Annual Meeting of The Artistic 
Bronze Company 


At the recent annual meeting of the 
stockholders of the Artistic Bronze Co.., 
manufacturer of cabinet, builders’ and re- 
frigerator hardware, Bridgeport, Conn., 
William W. Wright was elected president ; 
Horace B. Merwin, vice-president; Wil- 
liam J. Grippin, treasurer and general 
manager, and Ernest V. Shaw, secretary 
and works manager. 

Directors selected for 1927 include the 
above-mentioned officers and Frederick 
Rhodes, William B. Spencer and Sumner 
Simpson. 
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Many Trade Problems 
Discussed by the 
Philadelphia Ass’n 


Monthly Meeting and Dinner Held 
at Robert Morris Hotel on 
Evening of January 20 


A discussion of many trade questions 
took place at the monthly meeting and 
dinner of the Philadelphia Retail Hard- 
ware Association, held at the Robert 
Morris Hotel on the evening of Jan. 20. 
There were 53 members present. 

A bill to control the manufacture, sale 
and carrying of pistols and other weapons 
was presented by District Attorney Charles 
Edwin Fox. This bill, which is compre- 
hensive, does not appear to be in restraint 
of legitimate trade, but, on the contrary, 
is a protective measure for the retail 
merchant, received the approval of the 
association. 

The matter of taxes, recently presented 
by John R. Scholl, Esq., of the Auditor 
General’s Department at Harrisburg, has 
caused considerable thought. Mr. Scholl 
referred to taxes as being one of the 
penalties of a civilized government, and 
held that the more civilized or perfect in 
its administration, the greater the taxes. 
He held, however, that many business men 
not familiar with taxation and the classi- 
fication of various mercantile taxes are 
paying more than they should. He told 
of one well-known man who formerly paid 
$1,000 when he should have paid slightly 
over $500. This made his hearers sit up 
and take notice, so that Mr. Scholl has 
been invited to again meet with the Asso- 
ciation. Mr. Scholl warned his hearers, 
however, that in the meanwhile to bear 
in mind that many merchants, by avoid- 
ance of the legitimate payment of taxes, 
were actually paying more on the subter- 
fuge to which they resorted. 

President Harry D. Kaiser called upon 
each one present to rise and announce his 
name and location of business. This served 
to show who was who, and several mem- 
bers introduced an element of humor as 
they took the floor, and this served to 
enhance the ever-growing spirit of the 
Association. 

Sharon E. Jones, secretary of the Penn 
National Hardware Mutual Insurance Co. 
reported how that organization has in- 
creased in strength, and is now “solid as 
a rock.” Mr. Jones further referred to 
association growth, and told how there has 
been a greater reformation in the hard- 
ware business than before there was an 
association. 


Hardware Dealer Desires 
Catalogs and Price Lists 


The Brownsville Hardware Co., Bank 
Street, South Brownsville, Pa., is desirous 
of receiving catalogs from manufacturers 
of electric hammers and electric pots for 
melting babbitt, also electrical refrigera- 
tion equipment. 
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Economy Plumber Co. Moves 
Into Enlarged and Modern 
Quarters 


The Economy Plumber Co., manufac- 
turing chemist, with executive offices at 
398 Broadway, New York City, announces 
that it has moved into its newly enlarged 
quarters at 39 Lispenard Street, New 
York. The building has been thoroughly 
renovated so as to make it possible for 
the executive offices also to be located at 
that address. 

New machinery has been installed that 
will make it possible for the firm to manu- 
facture its line of drain pipe cleaners, tile 
and porcelain cleaners, boiler liquids, 
closet bowl cleaners, etc., which are mar- 
keted exclusively through the hardware 
trade, mechanically. Heretofore most of 
the company’s work was done by man 
power. 


Gilbert H. Brewster Dies 


Gilbert H. Brewster, aged 68, for many 
years a prominent hardware merchant of 
Addison, N. Y., died in a _ hospital at 
Albany on Jan. 24. For the past few 
years Mr. Brewster had been associated 
with his brother, Charles A. Brewster, 
operating a local retail hardware store. 


Dallas Hardware Firm 
Selects as President 
Hyman Pearlstone 





Prominent Texas Merchant Becomes 
Active Head of Higginbotham- 
Pearlstone Hardware Co. 


At the annual meeting of the stockhold- 
ers and directors of the Higginbotham- 
Pearlstone Hardware Co., Dallas, Tex., 
held Jan. 22, Hyman Pearlstone was 
elected to the presidency of the concern. 
Mr. Pearlstone also heads the Boren- 
Stewart Wholesale Grocery Co., which 
operates stores in Dallas, McKinney, 
Denton, Terrell, Tyler, Waxahachie and 
Gainesville, Tex. 

The hardware company has been oper- 
ating under its present name since Feb- 
ruary, 1926, when the controlling interest 
of the Moroney Hardware Co. was pur- 
chased and the present name created. Mr. 
Pearlstone has previously served as vice- 
president of the hardware concern. 

Other officers named are R. W. Higgin- 
botham, chairman of the board; M. P. 
Neal, vice-president; O. H. Mann, secre- 
tary-treasurer, and William C. Budner, 
assistant secretary-treasurer. Offices of 
the company are maintained at Market 
and Ross Avenue, where Mr. Pearlstone 
has his general offices. 

It was stated after the meeting that 
officers and directors feel that business in 
Texas will improve steadily now month 
by month, the curtailment resultant from 
the low price of cotton having seen its 
most acute phases. 
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Remington Arms Company Appoints 


Peter P. Carney as Advertising Manager 





Has Been Publicity Manager for Past Year and Succeeds Charles P. Catlin, 


Resigned—To Be Assisted by Frank J. Kahrs 


HE Remington Arms Co., Inc., 


25 Broadway, New York City, has 


recently announced the appointment of Peter P. Carney as advertising 


manager, succeeding Charles P. Catlin, whose resignation was announced 


in these columns several weeks ago. 
assist Mr. Carney. 


Frank J. Kahrs has been selected to 


“Pete” Carney has put in a number of years in the arms and ammunition 
field. Much of his time has been given to the development of trap and 


rifle shooting, and to the propagationand restoration of game, he having 


written quite extensively on these subjects. 





Peter P. Carney 


He is regarded as one of the leading 
authorities on trapshooting in the United 
States. For little more than the past year 
“Pete” has been manager of the publicity 
department for the Remington company. 

Frank J. Kahrs has been identified with 
the Remington organization for more than 
twelve years, for the past few years be- 
ing in charge of the company’s service 
department. 

Several years ago, when the athletic 
goods manufacturers had about given up 
hope to take the 10 per cent tax from 
athletic goods, they went to “Pete” Carney 
and told their story. He undertook a 
campaign for these manufacturers, and in 
less than six months Congress repealed 





Frank J. Kahrs 


the tax. A little more than a year ago 
Carney was pressed into service by the 
manufacturers of sporting arms, and he 
planned and executed a campaign that re- 
lieved the industry and sportsmen from 
paying the 10 per cent war tax on arms 
and ammunition. He has had the happy 
faculty of being able to get results. 

Mr. Kahrs has always been interested in 
the organization of shooting clubs, believ- 
ing that in these clubs we have the solu- 
tion of stimulating shooting interest 
throughout the country. 

It may be assumed that Remington ad- 
vertising will continue in good hands in 
the selection of these practical men for 
the job. 





Old Metropolitan Cordage House 
Acquired by Grady-Travers Co. 


The C. A. Robinson twine, rope and 
burlap business at 46 Beekman Street, 
New York City, has been purchased by 
M. J. Grady and D. M. Daley. The busi- 
ness was established in 1845 by J. P. 
Travers & Son, and has been in exist- 
ence for a period of 81 years. 

The purchasers are officers of The 
Grady-Travers Co., twine, rope and cord- 
age, 60 Thomas Street, New York City, 
and to expedite the handling of the ac- 
quired business, it will be hereafter con- 
ducted from the Grady-Travers headquar- 
ters at 60 Thomas Street. 

Effective Feb. 1, the old concern of 
C. A. Robinson became consolidated with 
The Grady-Travers Co., of -which Mr. 
Daley has been elected vice-president. 





C. H. Darling Hardware Co. 
Suffers Severe Fire Loss 


The C. H. Darling Hardware Co., Main 
Street, Woonsocket, R. I., last week suf- 
fered heavy damage by fire. Charles 
Kerlew, manager, states that several thou- 
sand dollars will not cover the loss, but 
that the stock is fully insured, however. 





John C. Cameron Dies 


John C. Cameron, a member of the 
hardware firm of Richardson & Cameron, 
Littleton, N. H., since 1911, died at the 
New England Baptist Hospital, Boston, 
Tuesday, Jan. 18, where he had under- 
gone an operation. He is survived by one 
son, Dr. Edwin A. Cameron, Fast Orange, 
N. J. 


nanan 
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Philadelphia “ Phasers” 
Celebrate Beginning 
Of 43rd Year 


The Philadelphia Hardware Association, 
a booster organization for hardware and 
the kindred lines, entered its forty-third 
year of success by holding an assembly in 
Mercantile Hall on the evening of Jan. 
26. The large auditorium and balconies 





Earl S. Opdyke 


were filled with an enthusiastic gatherine 
of members with their ladies, who thor- 
oughly enjoyed the well-balanced program 
of first-class vaudeville performers and 
the dance, which continued until 1 2. m 
The proceeds from the affair will be added 
to the Phasers’ Welfare Fund. The cele- 
bration was in charge of Chairman Gil- 
bert Knapp, Supplee-Biddle Hardware Co., 
and James M. Rose, HARDWARE AGE. 

The members of the association, who 
are known as “Phasers,” have established 
a remarkable reputation for welfare work 
in the hardware trade. One chilly Feb- 
ruary day of the year 1884 found a small 
group of hardware men gathered in a be. 
reaved home to pay reverential tribute tu 
a coworker who had died. There they 
found a condition of financial distress 
which was relieved by their combined re- 
sponse. These loyal friends of the trade 
there conceived of an organization for 
beneficial, charitable and protective pur- 
poses which resulted in the Philadelphia 
Hardware Association. The records show 
that of the original group there are three 
living and active in the association: Wil- 
liam N. Goodwin, W. H. B. Schnell and 
T. B. Hendrickson, who was secretary of 
the association for 36 years. Of those 
who joined during 1884, there are also 
three active: Dr. Franklin Brady, Millard 
Hickey and Francis A. Donaldson. 

Whenever called upon, the Phasers have 
responded, and they point with pride to 
over $40,000 that has been distributed 
among the bereaved and distressed. It is 
now planned to establish a fund that will 
more greatly expand the work. President 
Earl S. Opdyke, sales manager of the 
Charles Struck Paint Co., has introduced 
many innovations that have added to the 
trade value of “The Phasers.” 
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Henry B. Sargent Dies at New Haven 





Was President and General Manager of Sargent & Co., New Haven—For 
Many Years One of City’s Leading Citizens 


Henry Bradford Sargent, president and 
general manager of Sargent & Co., man- 
ufacturer of hardware, New Haven, 
Conn., died in the New Haven Hospital 
Feb. 3, of septicemia. Mr. Sargent had 
been confined to his bed in the hospital for 
nearly a week previous to his demise and 
was completely conscious up until a few 
hours before he passed away. He was 
76 years of age. 

Mr. Sargent was born March 4, 1851, 
in New York City, the eldest son of 
Joseph Bradford Sargent and Elizabeth 
(Collier Lewis) Sargent, both of old New 
England ancestry. 

Prepared in the public schools of New 
Britain and New Haven, he entered Yale 
University in the fall of 1868 as one of 
the class of 1871 S., electing the studies 
of the Sheffield Scientific School course. 
[n the latter part of the year 1870, as an 
undergraduate, he spent six months on the 
plains west of the Mississippi River, as a 
member of the Geological Exposition of 
Professor O. C. Marsh, in his successful 
search for theretofore undiscovered fossil 
remains of extinct vertebrates. 

Following his graduation, he at once 
began work in the shops of Sargent & 
Company, his first duties being that of 
general inspector of products, later be- 
coming assistant superintendent, vice- 
president in 1887, and president in 1917, 
of the company which, with its twenty 
acres of factory floors, is one of the lead- 
ing hardware manufacturing concerns in 
the country. 

Mr. Sargent was a director of the New 
Haven Bank, and from 1902 to 1920 was 
a trustee or fellow of Yale University 
being one of the six graduate fellows, one 
in turn elected annually by formal gradu- 
ate vote for a term of six years. From 
1878 to 1912 he was a member of the 
Yale Athletic Committee, and for nine- 
teen years treasurer of Yale Field. Mr. 
Sargent was a member of the New Haven 
City Council in 1882-83-84, and took a 
keen interest in civic affairs. He also 





was a member of the New Haven Cham- 
ber of Commerce, vice-president of the 
New Haven County Employers Associa- 
tion, member of the executive committee 
of the New Haven Community Chest, of 
the Graduates Club, the Lawn Club and 
the New Haven Country Club, of which 
he was a president for several terms. In 





Henry B. Sargent 


New York fraternal circles he was a 
prominent member of the Century Asso- 
ciation, the Yale Club, and the American 
Society of Mechanical Engineers, of which 
he was a vice-president for two years. 
Mr. Sargent was also a member of the 
Franklin Institute of Philadelphia. 

On Dee. 4, 1879, Mr. Sargent was mar- 
ried to Harriet Amelia Oaks, daughter of 
Charles H. Oaks and Rhoda Miles of 
New Haven. Their living children are: 
Elizabeth Collier Sargent of Simsbury, 
Ziegler Sargent, Murray Sargent, both of 
New Haven, and Rhoda Miles (Sargent) 
Tilney of Simsbury. 

The funeral was conducted on Feb. 4, 
with services at his late residence, 247 
Church Street, New Haven. The entire 
Sargent plant was closed for the day as 
a mark of respect to its leader. 





Eastern Nail Co. Acquires 
Tremont Nail Company 


The Eastern Nail Co., Providence, R. I., 
has acquired control of the Parker Mills, 
Wareham, Mass., plant of the Tremont 
Nail Co., and will continue to manufacture 
the same line of nails and nail products. 
The name, Tremont Nail Co., will be con- 
tinued and William H. Thomas will also 
continue as superintendent of the plant at 
Wareham. 





Bridgeport Brass Company 
Appoints R. H. Liefeld 


Raymond H. Liefeld has joined the 
forces of the Bridgeport Brass Co., 
Bridgeport, Conn., in the sale of its line 
of flush valves. 





Livingston Appointed by Dietrich, 
Scobell & Co. 


Dietrich, Scobell & Co., 130 Fifth 
Street, Long Island City, N. Y., distrib- 
utor of nails, wire goods, etc., announces 
the appointment of Sam Livingston as 
manager of sales for Queens County. 


Leon J. Jacobs Resigns from 
American Water Motor Co. 


Leon J. Jacobs, 33 East North Broad- 
way, Columbus, Ohio, for the past four- 
teen years a salesman and sales manager 
for the American Water Motor Co., 796 
East 11th Avenue, Columbus, Ohio, re- 
signed that position effective Feb. 1. 
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N. A. Gladding Predicts 
Good Business Ahead 
Talks to Boosters 


January Meeting of New York 
Hardware Boosters Was Well 
Attended Affair 


Predicting that 1927 would be a good 
business year for optimistic salesmen who 
were also energetic and helpful to their 
customers, N. A. Gladding, vice-president 
in charge of sales, E. C. Atkins & Co., 
Indianapolis, Ind., made a real hit with 
the New York Hardware Boosters at the 
regular monthly meeting at the Hardware 
Club, 258 Broadway, New York City, on 
Saturday, Jan. 29. Mr. Gladding was the 





N. A. Gladding 


guest and speaker of the meeting. He 
was introduced by the Boosters’ old friend, 
R. J. Atkinson, vice-president of the Na- 
tional Retail Hardware Association. 

Chief Booster Charles Pincus, Stanley 
Works, presided. Junior Chief Booster 
Fred Hinchman, John Russell Cutlery Co., 
reported on the recent Christmas party, 
and explained the plans for the beefsteak 
to be held March 10 at Krause’s. Secre- 
tary Roy C. Schmidt, Stanley Works, 
read communications and minutes of the 
previous meeting. ‘C. E. Clint, U. S. Ex- 
pansion Bolt Co., as chairman of the 
bowling team reported too few members 
participating in that activity. He an- 
nounced that the bowling group meets the 
second and fourth Friday night at Park 
Row Alleys. 

J. W. Blair, treasurer of the Manhattan 
and Bronx Association, invited Boosters 
to attend that organization’s annual din- 
ner dance to be held at the Cornish Arms 
Hotel Feb. 28. 

Mr. Gladding, whose talk was the main 
feature of the day, told many humorous 
experience stories, some dealing with sell- 
ing and others pointing out a good prac- 
tice for general business success. He said 
the Booster is always the man who gets 
ahead, that it is the optimist who gets 
ahead and keeps the world progressing 
and alive. Wise salesmen learn to be use- 
ful to their trade, cheer them up when they 
show depression and lead the way with 
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new methods, he said. In closing, Mr. 
Gladding said that all men are salesmen, 
and that there is no greater calling than 
selling, which requires brains, tact, gump- 
tion and resourcefulness. 

Mr. Gladding read a short poem en- 
titled “Keep On Boosting,” written by 
himself and dedicated to The Boosters. 
This little poem was heartily received. 
It follows: 


KEEP ON BOOSTING 


This is a queer old world of ours 
With its ups and downs and troubles, 
And it takes a lot of nerve and grit 
To be always blowing bubbles, 

But even if the bubbles burst 

While reaching toward the sky 

’Tis better to have tried in vain 

Than to have given up to cry. 

Oh what we say that fate has done 
To keep us from enjoying 

The things some other fellow won 
Through the means we were employing. 
The only way that’s worth the while 
And to make the acid test 

Is to keep on boosting upward 

Then we know we've done our best. 


N. A. G. 


Frank L. Campbell Talks to 
Pittsburgh Retailers 


Frank L. Campbell, general manager 
of sales United States Chain & Forging 
Co., Pittsburgh, was the speaker at the 
regular monthly dinner and meeting of the 
Pittsburgh Retail Hardware Dealers’ As- 
sociation at the High Noon Club, Pitts- 
burgh, Friday evening, Jan. 28, and gave 
what was generally regarded as one of 
the best talks ever given the association. 





Frank L. Campbell 


Those present were impressed by his 
ability to talk their language and for an 
able presentation of the fact that profits 
are less dependent upon ability to buy 
cheaply than upon ability to sell. The 
profit, Mr. Campbell said, is not an ac- 
complished fact until the sale has been 
made. Prior to the address, there was 
discussion of the plans of the member- 
ship as to attendance at the PASHA an- 
nual convention in Philadelphia the week 
of Feb. 14, and it was indicated that the 
delegation from western Pennsylvania 
would be a large one. 
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California Retail 2 
Hardware Ass’n_  * 
Defendant in Suit 





The California Retail Hardware .and 
Implement Association, San Francisco, has 
been made defendant in a suit filed in 
District Court by United States Attorney 
George J. Hatfield, acting for the United 
States Attorney General in Washington. 
The Government charges the association 
with having conspired to violate the Sher- 
man and Anti-Trust Law, and to have 
coerced and forced manufacturers, jobbers 
and others to conduct their business in 
accordance with the defendant associa- 
tion’s dictation. 

The Government also claims the defend- 
ant association, which was organized in 
1908, has maintained an indorsed list of 
manufacturers and jobbers whom, it is 
alleged, members of the defendant associa- 
tion have patronized exclusively in ex- 
change for cooperation of the manufac- 
turers and jobbers in selling to hardware 
dealers only. 

Leroy Smith, secretary of the defendant 
association, refused to be quoted concern- 
ing the suit beyond saying that it is a 
friendly action to test a Government or- 
der with which the hardware men had 
already agreed to comply. It is under- 
stood that the Government order called 
upon the defendant association to cease 
and desist publishing its alleged indorsed 
list of manufacturers and jobbers. Besides 
the defendant association, all of its officers 
and the members of its executive commit- 
tee have been named specifically in the 
Government’s complaint. The officers of 
the association are as follows: A. D. 
Keterlin, Santa Rosa, president; Frank 
Smith, Fresno, first vice-president; W. A. 
Marianni, San Francisco, second vice- 
president; M. M. Brown, San Francisco, 
treasurer, and Leroy Smith, San Fran- 
cisco, secretary. 


Charles H. Graham Acquires 
Store of K. C. Roberts Hard- 


ware Co. 


Charles H. Graham, who has been asso- 
ciated with the Hamilton Hardware Co., 
115 High Avenue, West, Oskaloosa, Iowa, 
for the past eighteen years, has disposed 
of his interests in that concern and has 
acquired the K. C. Roberts Hardware Co. 
at 103 High Avenue, East, that city. 

Mr Graham expects to operate the store 
along the same lines that it has been run 
under the management of the Roberts 
régime, and in addition will maintain a 
general sheet metal working shop, manu- 
facturing all types of sheet metal products. 

Mr. and Mrs. Roberts are retiring from 
active mercantile business after six years 
in the store. Mr. Roberts’ health has 
forced him to take a rest, and he is now 
in Arizona, while Mrs. Roberts has been 
in charge of the business in his absence. 
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Future of Retailing Main Theme 
of Connecticut Association’s Convention 


F. 1. Blish Succeeds Alfred Rosenberg as President—Don Hallock and 
J.W. McCullem New Vice-Presidents—Secretary Henry S. Hitchcock and 
Treasurer H. W. Morse Reelected—N. R. H. A. Vice-President R. J. Atkin- 


son and H. A. Cornell Participate in Interesting Convention 


+ 


RAMMING almost a week’s work into two days, the Connecticut 
Hardware Association’s twenty-fourth annual convention, discussed 
some of the many angles pertinent to “The Future of Retailing.” The 


members assembled the night of Feb. 1 to attend the Nutmegger’s Night 
Before Party and worked continuously from the morning of Wednesday, 
Feb. 2, until the afternoon of Thursday, Feb. 3. Headquarters and ses- 


sions were at the Hotel Taft, New Haven, Conn. 
Vice-president F, T, Blish, South 


berg, Rockville, Conn., presided. 


President Alfred Rosen- 


Manchester handled the several question box discussions and at the final 
session was chosen as the successor to President Rosenberg. 


Don Hallock of Derby and New Haven 
is the new first vice-president and J. W. 
McCullem, Danbury, second vice-presi- 
dent. Secretary Henry S. Hitchcock, 
Woodbury, and Treasurer H. W. Morse, 
Meriden, were both reelected. Directors 
for three years are C. R. Young, Wind- 
sor Locks; Ted Lyford, Torrington; W. 
EK. Janswick, North Haven, and H. W. 


Seely, Washington. Directors for two 
years are Allyn Fuller, Canaan; W. L. 
Thorpe, North Haven; J. J. Collins, 


Branford, ana George S. Phelps, Thomp- 
sonville. Directors for one year are R. C. 
Church, Meriden; A. P. Abbe, New 
Britain; B. H. Morrison, Torrington, and 
FE. P. Dreher, Middletown. 

The hardware celebrities of Brooklyn, 
N. Y.? R. J. Atkinson, vice-president, 
N.R.H.A. and H. A. Cornell, president, 
Metropoliton Hardware Association, 
sometimes called the Weber and Fields of 
Hardware, participated in the question box 
and other discussions, offering much 
sound advice often spiced with humor. 


Edwin P. Root, president, New Haven | 
Clock Co., New Haven, Conn., traced the 


origin of business and retailing down 
through the ages and gave a most fasci- 
nating outline on leading industries and 
inventors of New England. He told many 
stories about local business men and firms 











and emphasized the importance of New 
England in the industrial world. 


Emphasizing the value of truth and in- 





Henry S. Hitchcock 
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telligent service, James B. Thwing, dis- 
trict manager, The Kardex-Rand Sales 
Corp., urged dealers and salesmen to get 
the other fellow’s viewpoint and needs 
in all forms of selling. He told of many 
selling experiences in which this method 
has ultimately brought large results and 
profits. 

Murray Sargent, Sargent & Co., New 
Haven, was to have spoken at this point 
but was unable to leave the bedside of his 
father, Henry Sargent, whose death was 
regretfully announced the following day. 

Treasurer H. W. Morse read his re- 
port showing the finances of the associa- 
tion to be in a healthy condition. Secre- 
tary Henry S. Hitchcock, whose efficiency 
made the convention a success, read his 
annual report, and announced a member- 
ship of 152 in good standing. Emphasiz- 
ing the value and necessity of better dis- 
plays; the work of the association and 
the national organization, Mr. Hitchcock’s 
report was very complete. Among the 
important thoughts expressed we quote in 
part : 

“The greatest benefit, I believe, to be 


_ gained from membership in our associa- 








tion, is to be had right here in convention 
by those members who attend and try to 
give something from their experiences as 
well as get something from the experi- 
ences of others—so let us all pitch in and 
do what we can to make it a real success. 

“If I were asked to name one thing 
which every member could work upon 
which would be sure to benefit his busi- 
ness in the changing conditions of the 
times, it would be Display. We all need 
better display. 

“It is the phase of merchandising in 
which our chain and department stores 
are leaving us behind. It means more 
sales with the same overhead, the same 
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thing as reducing the cost of doing busi- 
ness. Window display, of course, is es- 
ential, and much more essential for some 
stores than others, but display inside of 
the store is important for all of us, no 
matter on what lines we specialize. The 
latest idea, of course, is the top of the 
counter display, following the ideas of the 
chain and department stores ‘with the 
goods separated by shallow dividing strips 
or placed in shallow uniform trays.” 

The Wednesday session terminated with 
the showing of a motion picture film en- 
titled “The Manufacture of Wire Prod- 
ucts,’ shown by the Bethlehem Steel Co. 

The usual Dutch Treat lunch was 
served at 6.30 with a few acts of enter- 
tainment during the meal. Then came 
business with the question box discussion 
open to all members and guests. 

R. J. Atkinson, vice-president, National 
Retail Hardware Association, was the 
principal speaker of the Thursday session. 
His subject was “Current Trends of Busi- 
ness.” In part, he said: 

“There has always been evolution or 
trends in all living and all business. With 
the advent of the war and the higher 
plane of living, which an increased wage 
brought, it seems to me that the develop- 
ment of the retail business has been more 
rapid than at any time in its history. 

“One of the main items that has brought 
this about is the entering of large capital 
interests into the retail field. Whether 
this was brought about by a curtailment 
of investment in other fields, or whether 
a study of the retail situation seemed to 
hold a lure for the investment of capital, 
or whatever other thought entered into 
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the minds of large capital interests, I do 
not know. But everywhere we can see 
that this is a fact. 

“Department stores have grown into im- 
mense establishments, chains in almost 
every field have made unparalleled ex- 
pansion. The automobile industry has 
grown, if you will follow its history, into 
a business that puts Alladin and his Won- 
derful Lamp into the shadow. 

“Advertising has been framed to invite 
and encourage the consumer to possess 
many items which to a great extent al- 
ways seemed to be beyond his reach. 

“The capitalizing of the eye over the 
mind as a buying unit by making a dis- 
play and showing price as the prominent 
feature instead of value, has been an im- 
portant factor in this great expansion. 

“The organization of immense selling 
units, carrying with it a direct appeal to 
the consumer is also a subject that should 
be studied. 

“Good roads have made accessible near- 
by cities and towns, and diverted much 
capital to them that formerly stayed at 
home. 

“What brought this all about is hard to 
analyze. We know it is here, but whether 
it is a condition that will further expand, 
or whether competition and a study of the 
subject will again return trade to what we 
might term its regular channels is a very 
debatable subject.” 

Mr. Atkinson prefaced his remarks by 
saying that insurance was the basis of 
association organization but that members 
should get something more than half rate 
insurance from their association member- 
ship and that those who participated in 
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the conventions could have the advantages 
of organized minds. 

In closing he spoke of the work of the 
National Hardware Council, saying, “No 
trade since the world began has had the 
advantages of having a constructive body 
of this kind analyze its distribution, and in 
the interests of the trade as a whole, and 
in your personal interest, | would urge 
that you give very careful study and 
thought to the published report of the 
Council’s findings.” 

President Alfred Rosenberg, in his an- 
nual address as head of the association, 
said in part: 

“The more intensively we study the 
problems that confront us, as retail dis- 
tributors dissecting our own activities, as 
they apply to these problems, the greater 
shall be our progress toward ultimate so- 
lution. 

“IT am not inclined to turn back the 
pages of 1926 to review for you men of 
wisdom, the course of the trade winds, 
nor do I profess any proficiency in the art 
or science of prognostication. I feel con- 
fident that every man within the hearing 
of my voice has a greater interest in the 
theme of this. convention. Before record- 
ing my impressions and reactions from a 
study of this theme, I am desirous of 
bringing to the attention of this confer- 
ence, the wonderful program carried out 
at the Congress of the National Hard- 
ware Association held in June, 1926, at 
Indianapolis, Ind. 

“At this twenty-fourth annual conven- 
tion of the Connecticut’ Hardware :Asso- 
ciation, we have extended an invitation to 

(Continued on page 76) 





Nutmeggers’ “Night Before” Party Was 
Bigger and Better 


Ts Nutmeggers’ second annual party 
for the Connecticut Hardware Asso- 
ciation is now a memory of one fine time. 





Leon Schwartz 
Retiring President of 


the Nutmeggers 


It was held at the Hotel Taft, New 
Haven, Conn., Feb. 1, and is known as 
the “Night Before.” Entertainment was 








provided by the Clements Entertainment 
Bureau. President Leon Schwartz, Patter- 
son-Sargent Co., presided. Those at the 
guest table were: E. C. Sullivan, Rackcliffe 
Bros., secretary of the Nutmeggers; W. H. 
Roller, Robert E. Thibaut, Inc., pres- 
ident Connecticut Paint Salesmen’s Club; 
Robert Skinner, Skinner Chuck Co., vice- 
president, Nutmeggers; Charles Pincus, 
Stanley Works, Chief Booster, N. Y. 
Hardware Boosters; Al Cornell, president 
Metropolitan Hardware Association; R. J. 
Atkinson, vice-president, N.R.H.A.; Leon 
Schwartz, Alfred Rosenberg, Rockville, 
Conn., president, Connecticut Hardware 
Association; Henry S. Hitchcock, Wood- 
bury, Conn., secretary, Connecticut Hard- 
ware Association; Linford C. White, 
Standard Tool Co., newly elected presi- 
dent, Nutmeggers; Robert P. Adams, 
Worcester, Mass., president New Eng- 
land Retail Hardware Association, and 
George A. Fiel, Boston, secretary of the 
New England association. 

The Hardware Boosters had an official 
delegation to accompany Chief Booster 
Pincus. They were Junior Chief Fred 
Hinchman, John Russell Cutlery Co.; Sec- 
retary Roy C. Schmidt, Stanley Works; 
Past Chief Bert Conner, Pike Mfg. Co., 








and Charles J. Heale, HARDWARE AGE, 
also a director of the Nutmeggers and a 
charter member. 





Linford C. White 
New President of the 
Nutmeggers 


Very short talks were made by each of 
the guests immediately after the meal. 
Then came the entertainment and _ that 

(Continued on page 76) 
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Treasury Department Orders Withdrawal of 
Assessments on German Rolled Steel Products 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


N a recent decision of the Treasury Department ordering collectors of 
customs not to assess countervailing duties on imports of rolled steel 
products from Germany, an interesting point is raised as it affects the 
American hardware manufacturer as well as those who sell and use his 


goods. 


The Treasury decision upheld a report of a German-American Com- 
mission, which declared that the German raw steel syndicate was not, as 
had been charged, paying bounties on rolling mill products to consumers 
who bought the tonnage for the purpose of exportation. But the commis- 
sion did say that rebates or ‘“‘allowances” had been granted by the syndicate 
on rolling mill products which were remanufactured in many forms, such 
as hardware, engines, engine parts, etc., for shipment to foreign markets. 
In sustaining this finding also, the Treasury made the ruling, which seems 
remarkable, that it is impracticable to fix countervailing duties on the re- 
manufactured lines, and likewise it asserted that the rebates were so small 
that, even if their equivalents were applied as countervailing duties, they 
would be only a negligible factor in protecting domestic interests. 


“The question of whether such rebate 
or allowance constitutes a bounty is not 
entirely free from doubt,” said the 
Treasury order, “and the report of the 
Commission has shown not only that it is 
impracticable to fix a rate or rates ap- 
plicable to the various types of merchan- 
dise, but also that the amount of the re- 
bate on finished products is so small as to 
render the imposition of countervailing 
duties in a like amount a negligible factor 
in affording protection to domestic in- 
terests.” 

When the Treasury implied doubt as 
to whether the rebate or allowance consti- 
tutes a bounty within the meaning of the 
Tariff act, it is on safe ground in asking 
that no countervailing duties be imposed. 
But it is held that it is not in such a 
logical position on the points as to the 
“impracticability” of assessing such small 
duties and as to the negligible character 
of such protection to domestic interests. 
If it is impracticable to assess duties in 
behalf of the hardware manufacturer, for 
instance, because of the comparatively 
small character of his products, then the 
law is discriminatory, it is maintained, in 
favor of the manufacturer of the prime 
product. Manifestly also the completely 
finished product—‘‘finished” in itself being 
only a relative term—such as the hardware 
manufacturer produces would take a high- 
er duty than the “raw” product—the 
rolled steel in this case—would take and 
it is claimed it should not be impracticable 
to find what part of the invoice price of 
the imported product should be considered 
as a bounty, if a bounty is paid. As to the 
small amount of protection it would afford 
to domestic interests, the contention has 
been made that that has nothing to do 
with the issue. If it is a bounty the law 
requires assessing of the additional duty 
to “countervail” or offset the bounty, to 
be equal to the amount of the “bounty,” 
“rebate,” “allowance,” or whatever it 








might be termed, regardless of the protec- 
tion that might be afforded. 

At the same time the Treasury issued 
the order not to assess countervailing 
duties it promulgated another in which it 
found that pig iron from Germany has 
been and is likely to be dumped into the 
United States. This means that all pig 
iron from Germany coming into the United 
States at less than the German home mar- 
ket value will be subjected to a penalty in 
the form of a duty equal to the difference 
between the German home market price 
and the price at which the iron was sold 
in the United States. 





Politics springs eternal in the human 
breast. That’s why some members of 
Congress are still talking about tax re- 
duction at the present session or an extra 
session. The reduction is coming at the 
next regular session with virtual certainty 
barring some great national emergency, 
which surely does not appear likely. But 
it is with equal certainty there will be no 
such legislation before then. 

As to an extra session, again barring 
the aforesaid emergency, it is remindful 
of the observation of the picaninny who 
was eating an apple. His playmate asked 
for the “coah.” 

“Dere ain’t gwine to be no coah,” he 
was told. 





The Division of Simplified Practice, 
Department of Commerce, has announced 
to manufacturers, distributers, and users 
of tinware, galvanized and Japanned ware, 
that it has just published the detailed 
program concerning simplification of these 
items. Copies may be purchased directly 
from the Superintendent of Documents, 
Government Printing Office, at 5c. each, 
the program being called Simplified Prac- 
tice Recommendation No. 55. It involved 
424 items of which 81 were eliminated 








and 1154 numbers of which 281 were 
eliminated, a cut of 24.35 per cent in 
numbers. 





The Metric Bill again has gone down 
to defeat. This has happened to it so 
often that it has acquired the nature of a 
habit. This time killing of the bill was 
executed by the Senate Committee on 
Commerce, which some time ago held a 
two-day hearing on it at the request of its 
proponents. The Committee now has 
voted for “non-action” on the measure 
and it also voted down the proposal to 
have the merits of the metric system in- 
vestigated by the Bureau of Standards. 
The Bureau some years ago made such 
an investigation and ‘actually favored a 
change for the United States from the 
English to the metric system of weights 
and measures. But not since the Depart- 
ment of Commerce, of which the Bureau 
is a part, has been under the Hoover 
regime has the Bureau shown itself either 
favorably disposed to the system or op- 
posed to it. Mr. Hoover knows a ticklish 
question when he sees it. Even more im- 
portant, he knows how to handle it. 





Establishments engaged primarily in the 
manufacture of tinware produced to the 
value of $260,359,961 in 1925, according 
to the Bureau of the Census, an increase 
of 20.6 per cent of the value of the 1923 
production. The 1925 output included tin 
cans and packages to the value of $235,- 
736,120; milk and ice-cream cans, $5,784,- 
199 and other products at $18,839,642. 
The tin can value does not include lizzies 
such as are not made in Tombstone, Ariz. 





In view of misunderstanding which re- 
sulted from the wording of the Canadian 
order in council, printed on Dec. 1, 1926, 
with regard to limiting certain special 
tariff rates as low as or lower than the 
British preferential rates to goods im- 
ported direct to Canadian ports on and 
after April 1, 1927, Trade Commissioner 
L. W. Meekins at Ottawa has telegraphed 
the Department of Commerce to the ef- 
fect that from Jan. 1, 1927, products from 
British sources routed through the United 
States are not entitled to the preferential 
rates of the Canadian tariff. 

The misunderstanding seems to have 
hinged on definition of the word “direct” 
as it related to through bills of lading. 
The order in council defines the meaning 
of the word as follows: “Conveyed into 
a Canadian port on bill of lading from 
country of origin showing ultimate des- 
tination to be Canada with contingency of 
diversion and without transhipments ex- 
cept at a port of any British country en- 
joying benefits of the British preferential 
tariff.” 
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General Market News 


Current Hardware Business Quiet— 
Spring Goods Moving Freely 
—Optimistic Outlook for Spring 


ARDWARE business in general is temporarily quiet, accord- 


ing to reports from the various market centers. 


The mar- 


ket is passing through the annual between seasons period, with re- 
quirements for seasonal lines moderate, supplemented by an in- 
creasing demand for spring goods. 

No price changes of any importance have been noted during the 
past week. The wholesale hardware trade is quoting new prices, 
announced a week ago in this column on wrought steel goods of all 
kinds, which show approximately a 10 per cent advance. 

Collections and credits are reported as generally fair from all sec- 
tions of the country. Jobbers and retailers as well continue to be 
optimistic as to the outlook for spring business. 





Slight Gain Is Shown in 
Pittsburgh Steel Output 


Buying of steel shows further expansion 
in the Pittsburgh district but it is not of 
the confident character it would be if 
there were less uncertainty over prices. 
While the past week has brought no 
further decline of moment in prices of 
finished products and the situation in those 
lines which lately have shown the greatest 
weakness is described as no worse than it 
had been, the fact remains that business 
is highly competitive and buyers feel per- 
fectly safe in covering only their known 
requirements. The closing week of Jan- 
uary saw some stepping up of steel ingot 
output, notably in the Youngstown district, 
and it is now estimated that steel produc- 
tion in this and nearby districts is close 
to 75 per cent. Actual requirements of 
the automotive industry and of the rail- 
road car builders are heavier than they 
have been, and it would be surprising if, 
in view of the price declines since the first 
of the year, there was not a little extra 
buying. 

Another factor in steel works operation 
is the possibility that the union coal mine 
suspension—now regarded as a certainty 
since the announced ideas of the miners 
and the operators are so far apart—will 
be of fairly lengthy duration and that it 
may cause considerable disturbance in the 
non-union fields. Some of the increase in 
steel output is in preparation for such an 
exigency. 

Semi-finished steel has begun to respond 
in price to the downward tendency in fin- 
ished steel products. Sales of billets and 
slabs are noted at $33, Pittsburgh, for 
large and $34 for small, while the latter 





price is fairly common in Youngstown on 
sheet bars. Wire rods also show a reces- 
sion of $2 a ton from what has hitherto 
been regarded as the market. There is 
still a price of 2c. on bars and shapes, but 
unless a number of sizes of bars are 
specified or the order is otherwise un- 
attractive, there are some mills that will 
take as little as a carload at 1.90c. The 
2c. price is likewise for very small lots of 
structural steel. 

Bessemer iron has declined 50c. a ton 
since a week ago, but other grades are 
nominally quotable at last week’s prices. 
No great interest is being taken in the 
market by consumers, and the test of large 
tonnage inquiry is yet to be applied to 
foundry, malleable and basic grades. The 
coke market is weak, with offerings mod- 
erate but entirely adequate for current re- 
quirements. Coal is selling a little better 
than recently, partly because of some de- 
mand for stocking, but this development 
has brought about no strengthening of 
prices, which are low in relation to costs. 
The tendency is still in the direction of 
lower wages, one or two steel companies 
having cut to the scale calling for $6 per 
day for day labor, effective Feb. 1. 


Complete Survey of Industry 
for New Standards Planned 


Including prominent men in the iron 
and steel and other large industries of 
the country, as well as engineers, a com- 
mittee has just been created to make a 
broad and comprehensive survey look- 
ing to the setting up of national and 
international standards. Known as the 





Committee on Standardization Survey, 
it is headed by Secretary of Commerce 
Herbert Hoover. It is the outgrowth 
of a request made upon Mr. Hoover by 
prominent men in industrial lines to 
have him meet with them to discuss the 
entire subject. The meeting was held 
in New York on Dec. 28. It was the 
opinion of those present that in order 
to intelligently set up the standards, a 
complete survey of industry was neces- 
sary and Mr. Hoover was asked to act 
as chairman of the committee. It was 
further suggested that the important 
engineering societies of the country be 
included. Work of compiling informa- 
tion is being done in Washington. The 
committee may meet at an early date 
to consider the findings. 


Some Price Fluctuations in 


Cincinnati Territory 


Outstanding in the Cincinnati mar- 
ket has been the fluctuation in prices 
of many commodities. Hack saw blades 
have been increased 10 per cent, and 
manufacturers of denatured alcohol 
have advanced their schedules 2c. a 
gallon, even though jobbers are not 
likely to make any change in their quo- 
tations. 

Automobile inner tubes have de- 
clined about 5 per cent, and competi- 
tion on sprayers has brought out con- 
cessions to secure business. Sales by 
jobbers in January were only moderate, 
but nevertheless compare favorably 
with those in the same period last 
year. ; 

Because of the fact that there has 
been no sustained period of cold weather 
in Cincinnati territory trade in winter 
merchandise there has been below nor- 
mal. 


Trade Improving in the 
Northwest Territory 


Predictions are for a good year for the 
northwest tributary to the Twin Cities. 

Jobbers indicate that the general tone 
of the situation is optimistic for the com- 
ing year and believe that the amount of 
trade will soon begin to show an increase 
over that of last year. Collections are 
steady, though not showing much improve- 
ment for the past month. Savings de- 
posits, however, show an increase during 
1926 over those of the previous year, both 
in number and amount. 

Dealers are beginning to fill in their 
stocks for the spring trade. Conventions 
and merchandise displays have been and 
will be the leading events for a few weeks. 
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Northwest Reports Steady Resumption 
in l'rade Activities—Prices Are Steady 


(Minneapolis office of HARDWARE AGE) 


event, the Twin City Market Week, combined with the North- 


B event, this is in print the Northwest’s greatest mid-winter 


west Automotive Exposition, will have been staged. Follow- 
ing closely on that will come the Minnesota Retail Hardware Asso- 
ciation convention, bringing hundreds of the Northwest hardware 


merchants to the Twin Cities. 


Many of the dealers are awaiting the convention, for at that time 
they form their plans for the year and contract for their require- 


ments to quite an extent. 


Business as a whole shows some improvement. 


There is a steady 


resumption in trade activities, of the regular amount of business, 


after the finish of the annual inventory. 


In this part of the coun- 


try, where much of it is deeply covered with snow, business is not 


resumed to a great extent until after the winter breaks. 


Many 


roads are blocked, and it is only by continued effort that through 


roads are kept open. 


Which means that travel in the country is 


slow, and dealers are taking what trade they are getting, awaiting 


the better buying philosophically. 


Prices are steady, with no change noted this week. 
Collections are still lagging, but are reported up to the average 


for this time of year. 


AUTOMOBILE TIRES.— Demand is 
slow, with stocks well filled. Prices are 
firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30) 
x 3% Liberty Cord, $3.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy duty oversize, $14.50; 
balloon tires, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; heavy .20 
$26.75; tan tubes, : 
x 4, $2.60; 34 x 4%, $3.25; 
tire tubes, eray, 2 
4.40, $2. 95: 30 
$3.20; 32 x 6.20, “$3. 70 each, net. 


BOLTS.—Sales are rather light, with 
stocks well assorted, but light in deal- 
ers’ hands. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; machine bolts at 50 
per cent; stove bolts at 75 per cent 
and lag screws at 55 per cent from 
lists. 


BRADS.—Call for brads is still easy, 
with little construction work in prog- 
ress. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from list. 

BUILDING PAPER.—Stocks have not 
yet been filled for spring demands. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin paper 
at $3.30 cwt., and tarred felt at $3.15 
cwt., net. 

CHAIN.—Demand is good, with stock 
in fair condition. Prices have not 
changed. 

We quote from a stocks, 
f.o.b. Twin Cities: Log chains, 4 x 
14, $13.85; % x 14, $10.90; % xn 14, 
$10.15; %-in. proof coil, $12; %-in., 
$8.90; %-in., $8.30; 5% -in., $9.85 cwt., 
net. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Dealers are begin- 
ning to show interest in this class of 


goods. Sales in a retail way are still 
light, with prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 
per 100 ft.; 28 ., 3-in., conductor 
pipe, $5.40 per 10 ft., and 3- in., con- 
ductor elbows, $1.73 per doz., net. 


FIELD FENCE.—Dealers are _ begin- 
ning to order their fence for the season. 
Prices are as follows: 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and 


bottom, 13 ga. intermediate, 26 in. 
fencing at $30.04 per 100 rods. 


FILES.—Demand is fair, with dealers’ 
stocks gradually filling up for the 
spring trade. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 

GALVANIZED WARE.—Sales are on 
an even basis, with no particular high 
spots. Stocks are ample for present 
needs. Prices are unchanged. 

We quote from jobbers’ stocks 
f.o.b. Twin Cities: ‘Standard No. 1 
galvanized tubs at $7.25; No. 2, $8.00; 
No. 3, $9.25; heavy tubs, No. 1, 
$12.60; No. 2, $13.80; No. 3, $15; 
Standard 10-qt. pails, $2.55; 12-qt., 
$2.90: 14-qt., $3.25; stock pails, 16- 

t. $5, and 18-qt., $5.50 per doz. net. 
HAMMERS AND HATCHETS.—Small 
tools are selling at a fair rate, although 
there is little demand from mechanics 
and carpenters yet. Dealers are begin- 
ning to fill in their stocks. Prices have 
not changed. 

We quote from jobbers’ stock: 
f.o.b. Twin Cities: Maydole, No. 11! 
nail hammers, $12.60; 
81, $12. Riverside, 
Plum Broad, No. 2 hatchet, $16.40; 


No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz. net. 


LAMPS AND LANTERNS.—Sales are 


ez 
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still running to good volume in this 
line, although the days are perceptibly 
growing longer. Stocks are in good 
condition, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $13 
doz.; No. 7 Coleman lanterns, 
$5. 25: No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 
each, net. 


NAILS.—Demand is light, with the 
average dealer’s stocks held down to a 
low point. Prices are steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-Ib kegs at $3.25 per keg, base, 


PAINTS AND WHITE LEAD.—Call 
for paints and paint materials is nor- 
mal. Dealers stocks are ample for 
present needs, with stocks on order for 


spring shipment. Prices show no 
further changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in 1 gal. cans, 
and white lead in 100 lb. containers 
at $12.64 cwt., net. 
PUMPS.—Retail call for pumps is 
very light, and will continue so until 
spring. Demand shows signs of im- 
proving this year over last. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 underground discharge 
windmill force, adjustable _ stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $4.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 


ROPE.—Demand is steady, though not 
heavy. Stocks are ample for the call, 
with Bg firm. 
quote from jobbers’ stocks, 
f.o. he Twin Cities: Best grade manila 
rope at 25c. lb., base, and a grade 
sisal rope at 18c. lb. bas 


SANDPAPER.—Sales are ‘meth. with 
stocks well filled. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $5.10 per ream; second 
grade No. 1, $4.70 per ream, and gar- 
net No. 1, $16.75 per ream. 

SCREWS.—Demand is fair, with 
stocks well assorted. Prices show no 
further changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20-5 per cent; flat 
head, japanned, 72%-10 per cent: 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent 


from lists. 
SOLDER.—Demand is light, with 
prices holding as change indicated. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 43%c., and strict- 
ly _ and half solder at 42%c. Ib. 
net. 


STEEL GAME TRAPS.— Demand 
shows a decided slackening, with the 
end of the best trapping season draw- 


(Continued on page 68) 





























February 10, 1927 


HARDWARE AGE 


Spring Lines Continue Active— 
Current Business Falls Off 
in New York Hardware Market 


HILE current business in the New York wholesale hardware 
market has fallen off to some extent during the last week, job- 
bers’ salesmen are reporting increasing demands for spring lines 


of all kinds. 


Factors in the local territory are very optimistic as 


to spring and early summer business, and from all indications a 


satisfactory season is foreseen. 


The decline in current business is attributed to the fact that re- 
tailers brought up their stocks with fill-in orders, following the com- 


pletion of inventories. 


Thus, the present lull is expected to be tem- 


porary only, and local jobbers predict a more active demand for 
staple lines within the next few weeks. 
Credits and collections are reported as generally fair. 





Wire Nails Still $3.35 
$3.45 in New York 


In the metropolitan wholesale hard- 
ware market actual trading in wire 
nails seems to continue at $3.35 to $3.45 
per keg base. 


to 





Demand for Bolts, Nuts, etc., 
Shows Slight Decline 


While local wholesale stocks of bolts, 
nuts and staple items are considered 
to be quite adequate, the demand for 
these lines has fallen off somewhat. 
Jobbers report very light calls for the 
items. Prices are holding firm and no 
changes are contemplated at this time. 

JOBBERS’ gehts. bby RE- 

TAILERS, F.0.B. NEW YOR 

Machine bolts, *% x 4 and aii 

40 and 10 per cent off list. Machine 

bolts, longer and thicker, 40 and 10 

per cent off list. 

Common carriage bolts, %*% x 6, and 
smaller, 40 off list; larger and longer, 

40 off list. 


Stove bolts, 
Lag screws, 


80 off list. 
50 and 7% off list. 





Light Demand for Screws; 
Prices Remain Steady 


New York jobbers report a light de- 
mand for screws at the present time. 
Stocks are adequate and prices remain 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Discounts on wood screws: Iron 
Bright, Flat Head, 75 per cent; Iron 
Bright, Round and Oval Head, 72% 
per cent; Iron Blued, Round Head, 
72% per cent; Brass. Flat Head, 7214 
per cent; Brass, Round and Oval 
Head, 70 per cent. 

These discounts apply to revised 
list of June 24, 1922. 

EX TRAS—20-10-10-10-5 per cent. 





Active Demand for Sleds; 
Stacks Badly Depleted 


New York jobbers report no stocks 
of sleds on hand, with a brisk demand 








for items in the line. Prices for the 
coming season, which are the same as 
for last year are holding. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Sleds, Flexible Flyers, No. 1, $2.50; 
No. 2, $3.17; No. 3, $4; No. 4, $4.33; 
No. 5, $5.83. Junior Racer, $3.50. 
Racer, $4.33. Prices are each. 

Fire Fly, No. 9, $1.14; No. 10, $1.37; 
No. 11, $1.71; No. 12, $1.90. Racer, $2. 
Prices are each. 





New Prices on Batteries Effec- 
tive Feb. 1 


New prices on dry cell batteries went 
into effect on Feb. 1. These show a 
revision on flashlights and flashlight 
batteries also. Dry cells No. 6 ignition 
type advanced one-half cent. 


JOBBERS’ a ce Les RE- 
TAILERS, F.O.B. NEW YORK 

Dry cells, No. 6 ignition type, with- 
in Metropolitan trade area, 30c., out- 
side, 32%4c.; No. 7111, same type, 35c. 
each. , 

B batteries, No. 767, $2.62 each; in 
units of $2.44 each; No. 772 
(vertical type) $2.62 each; in units 
of 5, $2.44 each;. heavy duty vertical 
type, No. 770, $3.40 each; in units of 
5, $3.17 each. 





Wire Cloth More Active in 
Metropolitan Area 


An increasing demand for wire cloth 
is reported by jobbers in the New York 
wholesale hardware district, for deliv- 
ery during March and April. Stocks 
appear to be adequate and prices show 
a slight variation. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wire Cloth.—Black, 12 mesh, $1.80 
to $1.85 per 100 sq. ft.; galvanized, 14 
mesh, $2.45 per 100 sq. ft.; copper, 
14 mesh, $4.80 to $4.90 per 100 sq. ft.; 
16 mesh, $5.30 per 100 sq. ft.; golden 
bronze, 14 mesh, $5.35 to $5.40 per 
100 sq. ft.; 16 mesh, $5.80 to $5.85 
per 100 sq. ft.; dark bronze, 14 mesh, 
$5.50 to $5.55 per 100 sq. ft.; 16 mesh, 
$5.95 to $6.00 per 100 sq. ft. 
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Increasing Demand for Lawn 
Fence in New York 


Call for lawn fence and ornamental 
gates for March-April delivery is in- 
creasing, according to jobbers in the 
New York wholesale hardware market. 
Complete stocks are being carried and 
prices as a whole are uniform. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Flower Bed Guards.—-16 in., 


| $8.18 
eee roll; 22 in., $9.66 per roll, (165 
t.) 


Lawn Fence.—Single, 36 in., $11.88 


per roll; 42 in., $13.37 per roll; 48 in., 
$14.85 per roll. (165 ft.) 

Lawn Fence.—Double, 36 in., $16.34 
per roll; 42 in., $17.82 per roll; 48 in., 
$20.80 per roll. (165 ft.) 

_ Ornamental Gates.— 

Single Opening Each net 
36 in. 3 ft. $3.00 
42 in. 3 ft. 3.12 
48 in. 3 ft. 3.24 
36 in. 3ie ft. 3.12 
42 in. ole ft. 3.24 
48 in. 3% ft. 3.40 

Double Opening Each ~y t 
36 in. 8 ft. $6. 

42 in. 8 ft. 710 
48 in. & ft. 7.20 
36 in. 10 ft. 8.15 
42 in. 10 ft. 8.30 
48 in. 10 ft. 8.40 





Fair Demand for Carpet 
Sweepers in New York Area 


There is a fair demand for carpet 
sweepers in the Metropolitan hardware 
market. Local hardware stocks ap- 
pear to be very satisfactory and no 
price changes are anticipated. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 


Carpet sweepers, Standard, $3; 
Universal, $3.50; Grand Rapids, ja- 
panned, $3.67; Grand Rapids, nick- 
eled, $4; Princess, nickeled, $4.16, 


and American Queen, nickeled, $4.50. 
Prices are net per each. 

Toy sweepers, Little Helper, 92 per 
doz.; Little Gem, $3.75 per doz.; Lit- 
tle Jewel, $10 per doz., and B, Ju- 
nior, $16 per doz. 


? 


N. Y. Demand Very Good for 
Weatherstrip 


Weatherstrip continues to be a very 
active line in the local hardware mar- 
ket. Prices are unchanged, and figures 
given here are representative of local 
offerings. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Wirf’s weatherstrip, 500 ft. on reel, 
maroon, $48.50 per 1000 ft. White, 
$60 per 1000 ft. 

Nero weatherstrip, 500 ft. on reel 
$36 per 1000 ft. 

Economy metal weatherstrip, 36 in. 
x 36 in. x 36 in. for windows, $27.36 
per case and $1.14 per carton. Same 
42 in. x 42 in. x 42 in., 931.68 per 
case and $1.32 per carton. Each car- 
ton contains sufficient equipment for 
one window. A case contains 24 car- 
tons. 

Same for doors, 36 in. x 84 in., 
$28.30 per case and $1.20 per carton. 
Same, 42 in. x 84 in., $30.96 per case 
and $1.29 per carton. Each carton 





contains complete equipment for one 
door. 


A case contains 24 cartons. 
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New England Business Not as Brisk 
As Most Jobbers Had Anticipated 


(Boston office of HARDWARE AGE) 


USINESS in New England, according to the jobbers of shelf 
hardware, is not as brisk as they anticipated earlier in the 


year. 


It is by no means quiet, but weather conditions have 


been somewhat against a free movement of staple hardware lines 
out of retail stocks, and retail dealers are still backward in placing 


orders for futures. 


Current jobbing activities are centered to a 


large extent on securing orders for such merchandise as screen 


cloth, poultry netting, garden tools, croquet sets, nails, etc. 


There 


are some retailers who never hesitate to anticipate requirements, 
but the number who defer futures buying grows larger and larger 


each year. 


On the other hand, if comparison is made with other 


retail lines and retail buying, the shelf hardware jobbers have little 


reason for regret. 


The heavy hardware business is fully up to that 


of last year, while the mill supply is somewhat ahead. 


BASEBALL GOODS.—Interest among 
retail dealers in baseball goods is 
growing a great deal faster than job- 
bers anticipated. Bookings are consid- 
erably ahead of a year ago. 
We quote from Boston jobbers’ 
stocks: 
Bats.—Crack-A-Jack, $2 per doz., 
net; Junior League, $3: King of 


Fields, $7.20; burnt oil finish, $10.80; 
2 oo $12; Louisville Slugger Jr., 
40 


Basebalis.—Per doz, net. Dandy, 
75c.; Boys’ Favorite, $1.50; Young 
American, $2; Junior League Special, 

2; Junior League, . oys’ 
League, $3.50; Dollar Lively, $6; Pro- 
fessional — $8; Nalivual 
League, $14.5 

Gloves. oa elders’ , Stall & Dean 


. er doz. net; No. 
8036, $8; No. 8019, $12; No. 0949, $16; 

8026, $20; No. 8035, $20; No. 0967, 
$36: No. 8043, $40; No. 8049, $56; No. 


8055, $60. 

Mitts.—Catchers’, No. 7537, $8 per 
doz. net; No. $12: No. 7507, $28; 
No. 7533, 340: 1534, = 

Mitts. —First pe No. $8 per 
doz. net; No. 7620, $12: hy 7613, $16; 
No. 7616, $36: No. 7612, $48; No. 0963, 
$52: No. 7622, 4. 

Masks.—Catchers’, No. 6903, $20 
per doz. net; No. 6906, $24; No. 6909, 
$32; No. 6910, $44. 


BATTERIES.—Possibly the most in- 
teresting price change noted this week 
is that on Columbia ignitor batteries. 
They are now %%c. higher at 32%c., 
but freight is allowed. New price lists 
have been issued on radio batteries, but 
changes are few and far between. No. 
486, heretofore $5.50 net, is now $5. 
Radio batteries also will be sold on a 
delivered basis hereafter. 


We quote from Boston jobbers’ 
stocks: 

Batteries.—Columbia dry cell, in 
lots of 60, 32%c. each, freight 
allowed. Hot shot, in barrel lots, 
No. 1461M, $1.65 each net: No. 1562M, 
$1.97; No. 1662M, $2.34. In —_ —— 
barrel lots, No. 1461M, $1.75; No. 
1562M, $2.07: No. 1662M, $2. ie 
Radio. —Dry cell, in lots of 50, No. 
7111, 35c. each net: in smaller lots, 
40c. each net. B batteries, in units 
of 10, No. 764, $1.14 each net; No. 
760, $1. 30; No. 771, 39c. Storage bat- 
teries, 6 to 9, $9.75 each net; 6 to 11, 
$ 0: 6 to 13, $13.05. Radio, No. 
486, "6 list. 


line, No. 8020 


CLIPPERS.—Quite a little interest is 
being shown by the retail trade in low 
priced 


clippers. The Juno. clipper, 








heretofore priced $9 per doz. net, has 
been reduced to $8. 


eo quote from Boston jobbers’ 
stocks: 

Clippers.—Toilet, Plymouth, No. 0, 
$1 each net; No. 00, $1.60; Mayflower, 
No. 0, $1.10; No. 00, $1.25; American 
Gentleman, No. 00, $2; No. 000, $2, 
Brown & Sharpe narrow plate and 
other kinds carried by jobbers, $4.50 
each list; discount, 25 and 15 per 
cent. 

Horse Clippers.—No. 169, $2.50 each 
net; No. 179, $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 
each list: discount, 33% per cent. 

Sheep-Shearing Machines. — Ball 
bearing, No. 9, $24 each list; dis- 
count, 33% per cent. 


CONNECTING LINKS. — Prices on 
large sized connecting links have been 
advanced, but those on small sizes re- 
main as heretofore. 


We quote from Boston jobbers 
stocks: 
Links. — Connecting, Acme line, 
¥,-in., $1. 68 per doz. list; %4-in., $1.68; 
x - in., $1.80: 3-in., $2.24; -in., $2.70; 
%-in., $3. Discount 50 per cent. 
CROQUET SETS.—The market for 
croquet sets is somewhat more active. 
Orders being booked today will not be 
filled until later in the spring. 
We quote from Boston jobbers’ 
stocks: 
Croquet Sets. — Standard makes, 
5%, in. mallet, Sy ball, No. 0, $2.38 per 
set net; No $2. 75: 8- ball, No. B, 
$3.38; 6-in. a.%, 8- ball, $4; 
8-in. mallet, 4-ball, No. ‘AA %, *34.£0: 
No. AA, 5.75. 


FLASHLIGHTS.—A slight reduction 
has been made in the National carbon 
line of flashlight cases, and announce- 
ment also is made that goods here- 
after will be sold on a delivered basis. 
Unit cell No. 950, which was 17c. list, 
is now 15c. Other items show similar 
reductions. 


FLY PAPER.—Tanglefoot fly paper is 
50c. a case higher and ribbon, which 
was $3.30 is now $3.50. Otherwise lit- 
tle variation is noted in prices. 


We quote from Boston jobbers’ 
stocks: 

Fly Paper.—8 x ew in., 
(five cartons), $5. 

Sprays.—% pts ae per doz. net; 
pints, 36: quarts, $10; gallons, $32 

Sprayers.—Standard makes, $2.80 
per doz. net. 


in case lots 





Ribbon.—In case lots (four car- 
tons), $3.50 net. 

Tree Tanglefoot.—1-lb. can, $4.80 
per doz.; 5-lb. can, $22 per doz; 10- 
lb. $42; 25-Ib., $96. 


FORKS, HOES.—Some of the jobbers 
are securing some very good orders for 
various kinds of forks and hoes. 


oe quote from Boston jobbers’ 
stocks: 

Forks.—Coke, Union Fork & Hoe 
Co. goods, No. K112, $31.85 per doz. 
net; No. K114, $36. Manure, No. S6D, 
$19.65, No. 64, $18.60; No. —) 
Hay, No. 3-5, 
three tine, $10.80. 

Hoes. —Mortar, Union Fork & Hoe 
Co. goods, No. MR10S, $13.65 per doz. 
net; No. MR10, $12.60. Street, No. 
SH12, $15.50. 


GARDEN TOOLS.—The jobbing trade 
is endeavoring to secure garden tool 
orders from the retail trade. The 
trade, however, is slow in ordering and 
indications are that some retailers in- 
tend to wait until the last minute. 
B.- quote from Boston jobbers’ 
stoc 
Garden Tools. —Trowels, 6-in., gar- 
den, $1.32 per doz. net.; florists’, $5, 25; 
transplanting, $1.50 and $2.50. Forks, 
No. 300, page No. 40, $1.75. Sets, 
garden. 83, $6; floral No. 112, 
$1.50; No. “730, $22 No. 125, $4¢ No. 
$9; No. OF SX, $12.80. Rakes, 
$4 M2: weeders, 2. 
GUNS AND AMMUNITION.—Attrac- 
tive prices are being made by jobbers 
on so-called low priced single barrel 
shot guns, and numerous retail dealers 
have not been slow in placing business. 
Ruling prices hold good until March 
>) 
We quote from Boston jobbers 
stocks: 
Shot Guns.—Single barrel, Excell, 
12 and 16 gage, 28-in., with ejector, 
in lots of less than ten, $7 each net; 
in case lots of ten, 


POULTRY SUPPLIES. Incubators 
and brooders continue to move out of 
Boston jobbing stocks on orders placed 
some time ago as well as on current or- 


ders. 


We quote from Boston jobbers’ 
stocks: 

Incubators.—Buckeye line, No. 1, 
110 ope capacity, $26.25 each net: No. 
2, 175 egg capacity, $31.15; No. 3, 250 
egg capacity, $40. i No. 4, 350 egg 
capacity, 947.60; 5, 600 egg capaci- 
ty, $74.90; No. 14. 85 ege capacity, 


$11.50; No. 16, 110 egg capacity, 
$19.25: No. 17, 210 egg capacity, $25.73. 


Brooders —Buckey e line, portable, 
No. 20, 60 , capacity, $8.23 each 


net; No. 2 chick capacity, 
tHe No. 22, 150 chick capacity, 


Oil burners, No. 80, 350 chick 
capacity, $13.30; No. 81, 500 chick 
capacity, $15.05. Coal burners, No. 
is No. 118, $15.05; No. 119, 


SCREEN CLOTH.—Strenuous efforts 
are being made by jobbers to round up 
those retail dealers who have not 
placed their 1927 screen cloth orders. 
Fair success is reported for the past 
week, but jobbers admit business is 
coming in much slower than desired. 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—Black, 22 to 48-in., 12 
mesh, 90 per 100 sq. ft.; 18 to "20- 
in., $1.95 ; 14 mesh, 2.30. Dull” gal- 
vanized, 14 mesh, 
antique bronze, 14 mesh, 
cent copper, 14 mesh, $5.5 
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Current Business Is Quiet in Pittsburgh 
Territory —Spring Lines Active 


(Pittsburgh office of HARDWARE AGE) 


ARDWARE trade reports show a good deal of variation, but 
‘in a general way, business is quiet so far as retailers are 
concerned, only fairly active in a jobbing way, but so far as 
mill supplies are concerned there is a notably steady movement and 


the volume is large. 








What the market is passing through is what 


in recent years has been the usual experience. It is the between sea- 
sons period with the retailers, with requirements of seasonal lines 
moderate and no sales of consequence in the goods for spring. Job- 
bers do not experience quite as slow trading as the retailers, be- 
cause a moderate movement of seasonal lines is supplemented by 


advance shipments on spring orders. 


BATTERIES.—Very steady demand 
continues here for dry cells batteries 
with prices holding at recent levels. 
Jobbers quote: 


Broken Unit 
Packages Packages 

No Per ere $1.05 $0.97 
No Rae 1.2 1.14 
No nt @déeuendeeus os 1.32 1.22 
No arr re 1.40 1.30 
No 2.62 2.44 
No rere 2.62 2.44 
No Pt hectcusanenen 3.3 3.00 
i ae 42 .39 
Se, BEG sede cdenccins 40 .35 


No. 6 dry cells, ignition type unit 
packages, 32c. each. 

Flashlight. —No. 935, 9l4c. each; No. 
950, 10%¢.; No. 790, 22c.; No. 705, 
21%c.; No. 750, 18c.; No. 751, 24c. 
sofas ’Shot.—No. 1461, $1.70; No. 1662, 


BOLTS, NUTS AND RIVETS.—Manu- 
facturers are expected to shortly issue 
a new price list, in which prices of 
small bolts will be brought down to a 
level more compatible with costs and 
the large sizes advanced. There con- 
tinues to be discussion of the idea of 
two sets of prices for broken and un- 
broken case lots. There has been no 
change in jobbing prices. Demands 
are moderate and for small individual 
lots. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
ae cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list: nuts, hot 
pressed square, tapped in 3 rm b 
4 in., $16 per - ive in., $14; % in., 
$11; % in., $10; n., $10; % in., $8; 
% in., $7.50; te ¥, ra: wagon ‘and 
tinners, 60 per cent off list. 


FERTILIZERS.—Advance orders are 
of .fair proportions and_ shipments 
against them are beginning in a fairly 
brisk way. Jobbers quote: 


Old Gardener, 1-lb. cans, $2.05 per 
doz.; 5-lb. pails, 45¢c. each; 10-Ib. 
buckets, 70c. each. 


GARDEN TOOLS.—Rakes and spading 
forks are beginning to move against 
advance orders. Jobbers quote bowed 
garden rakes, 14-tooth, $9 per dozen, 
and spading forks from $10.80 to $21 
per dozen. 

ICE CREAM FREEZERS.—A fairly 
good movement against advance orders 
is reported by local jobbers. 


80, $14.00; No. 81, $15.75; 
ing, No. 117, 
No. 119, $21. 
POULTRY NETTING.—This line is 
beginning to move against spring or- 
ders. Jobbers quote galvanized net- 
ting at 50, 10 and 10 per cent off list 
before and 50 and 10 per cent off list 


coal burn- 
$15.05; No. 118, $18.55; 


after weaving. 


PRUNERS.—Some increase in interest 
in this line is noted. Jobbers quote: 


Pruning shears $2 to $24 per doz.: 
wood handled tree pruners, $1.30 to 
$2.40 each. 





Jobbers’ quotations to retailers 
f.o.b. Pittsburgh: 

Alaska Freezers.—1 qt., $2.95 each; 
2- qt., $3.45 each; 3 aqat., $4. 10 each; 4 


qt., $5 each; 6 qt. ” $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each, and 20 qat., 
$21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Alaska Gray Goose Freezers.—1 qt., 
$3.25 each; 2 qt., $3.90 each; 3 qat., 
$4.65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. ‘These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 aqt., 
5.60 each; 3 qt., $6.75 each; 4 qt., 
8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 

Blizzard.—1 qt., $4.65 each; 2 qt., 
5. ‘ .50; $8; 6 qt., $10; 
8 qt., $13; 10 at., $17: subject to a 
discount of 55 and 7% per cent. 

Lightning.—1 qt., $4.65 each; 2 qt., 
ve Fa can’ at. + 6 at., $10; 

8 qt., $13; $17; , $21; sub- 
ject to a P sd nB. of BB hms cent. 


Auto- _—. Freezers. — No. 1, 
$3.33 net; No. $4 net; No. 3, $5. 33 
net, and ‘No. 4, 56 67 net. These net 


prices to dealers show a discount of 


SHEET STEEL.—tThe price situation 
still looks weak. Mills still are not yet 
getting enough business to be freed of 
the necessity of seeking orders and the 
result is that prices remain in buyers’ 
favor. _There is a fairly good move- 
ment from jobbers’ stocks and no 
change from recent prices. 


Prices out of Pittsburgh jobbers’ 
stocks: Galvanized flat, No. 24 gage, 
$4.85 base per 100 Ilb.; corrugated No. 
28 gage, 2% in., $4. 50 per square; one 
pass cold rolled black, No. 24 gage, 
$4.10 base per 100 Ib. Armco ingot 
iron galvanized flat, No. 24 gage, 
$5.70; Toncan metal galvanized flat, 
No. 24 gage, $5.70; all for lots of one 
to nine bundles. 


WIRE PRODUCTS.—Resale prices of 
nails have been cut 5c. per keg in keep- 
ing with an easier mill situation. Other 
items are holding at recent prices, but 
general business is described as slow. 
We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire 


(Per 100 Ib.) Annealed Galvanized 





33% per cent off list. 

Acme Freezers. — Bright, 
nized, tapered, 2 qt., $8 per doz.; 
same size, enameled galvanized, $10 
per doz.; 4 qt. size, enameled-galva- 
nized, $18 per doz., and 1 qt., size, 
Junior enameled, $4.80 per doz. These 
are net prices to dealers. 

rw] at. S608: —Il1 qt., $4; 2 at., 
$4.60; 3 , $5.55; 4 qt., ‘$6. 80; 6 qt., 
$8.60; g at 3 $11. 10; 10 qt., $14.80; 12 
qt., $16.6 5 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


PAINTING SUPPLIES.—Current de- 
mands are no greater than they usual- 
ly are at this time of year, but there 
is a fair amount of business calling for 
later delivery and a little ordering 
against these commitments. 


Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gal- 
lon; lower grades, $2.25; white lead, 
14%c. per ib. in 100-lb. lots; 10 per 
cent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 96c. per gal. 
in barrel lots; raw linseed oil, 12.6c. 
per lb. in barrel lots. 


POULTRY SUPPLIES.—Not much ac- 
tivity is noted in incubators, but brood- 
ers and other poultry-raising supplies 
are moving well. Jobbers quote: 
Incubators, No. 1, $26. 25 each: No. 
2, $31. 15; Ne. 3, $40. 7.60; 
No. 5, $74. 90; No. 14 BE, $11.55; No. 16 
BE, $1 19.25; No. 17 E, $25.73; brooders, 


portable, No. 20, $8.23 each: No. 21, 
$10.85; No. 22, $13.30: blue flame, No. 


galva- 


WRINGERS.—Prices are lower. 
bers quote: 





No. 6 to 9 gage...... ey $3.45 
eee ee 3.05 3.50 
SE eee a ee 3.10 3.55 
i ee | 3.65 
ee Sf 3.80 
“esac ceteancaaan Gee 4.00 
ES eae rrr 3.55 4.25 
Se TE bdavedsseckhowinn 3.75 4.45 
Barbed wire (per 80-rod spool): 
I a go ees $3.00 
a a a ore ae ta tec 3.20 
Se EE Kas oedwesecceonceed 3.20 
eT ie Pe hi ek ce hudbadend 3.50 
2-point cattle (special)......... 2.25 


Field Woven Wire Fence (per 100 


EE With es Cee ids bas we aig Se weed $39.00 
ee ae ee 54.75 
ie hie ns a ee ee eel 27.10 
DUE ts dds alt a @ acanh ele are a Om wdedinke 36.15 
CE 9240.4 0. 20d de bwhedaeetewee 35.00 
DN btietbecedudavsdescbdeedeede 48.25 
Poultry: 
I i id hin a rs wie wed $35.60 
2a ee 43.00 
Pe) SE veda vaveb ue wees 48.50 
Steel Fence Posts: Galvanized tu- 
bular: 
SS a ee ee ee 50c. each 
A iss a Aedes eintleceaee ani 55c. each 
cf ar ee ener ee 65c. each 


a nails, base, per keg, $2.90 to 
$2.95 


Guarantee, No. 790, $61.20 per doz.; 
No. 791, $64.80; Bicycle, No. 770, 
$56.40, No. 771, $59.40; Bench, No. 
771B, $95.40; Perfect, No. 200, $58.20: 








Job- 
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HARDWARE AGE 


February 10, 1927 


Spring Lines Active in Cleveland 


Territory—Prices Steady 


(Cleveland office of HARDWARE AGE) 


r HE volume of business in the hardware trade is fair, but 
there is some complaint that the market does not show as much 


snap as desired. 


In other words, retailers are not exhibiting 


much enthusiasm about buying except for early requirements and 


salesmen have to push sales harder than usual. 


However, the mar- 


ket has improved in that there is more activity in some of the sea- 
sonal lines for spring. Steel goods which have been dragging are 
now moving quite well and other lines of spring merchandise which 


are doing better include poultry netting and roller skates. 


Pruning 


equipment is now selling quite fast and incubators and brooders are 


moving well. 


The demand for radio equipment continues beyond 
expectations for this time of the year. 


There is not much activity 


as yet in baseball and other sporting goods for spring, but some 
business in guns and ammunition is being taken for fall delivery. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—Jobbers are taking a fair 
volume of orders for tires for early 
spring shipment, but the current de- 
mand is light. As the result of change 
in weather conditions there is little de- 
mand for tire chains. 


Cleveland jobbers quote Mansfield 
tires, f.o.b. Cleveland, 30 x 3% in. 
Liberty cord, $6.60; heavy duty over- 
size, $8.75; 32 x 4 in. Liberty cord, 
$11.15; heavy duty oversize, $21.25; 
balloon tires, 27 x 4.40, 
4.40, $9.65; 30 x 


duty, $26.75; tan tubes, x , 
$1.60; 32 x 4, $2.50; 34 x 4%, $3.10; 
balloon tire tubes, gray, 


27 x 4.40, 
$1.80; 29 x 4.40, $1.85; 30 x 5.25, ; 
32 x 6, $3.10; 32 x 6.20, $3.50. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. Derf spark plugs, 
96c. each for all sizes in lots of less 
than 50; Champion X spark plugs, 
45c. each for less than 100 and 4lc. 
each for over 100; Champion regular, 
53c. each for less than 100, all sizes; 
50c. each for over 100. 


AXES.—Quite a few orders are being 
booked. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 
First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
er doz.: double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 Ib. and similar 


advance for each 6 Ib. additional 
weight increase. 
BATTERIES.—The National Carbon 


Co., Inc., issues new price lists Feb. 1. 
Under these freight will hereafter be 
allowed to destination. An important 
change is an advance of 2% cents each 
on ignitor batteries. It is stated that 
this advance is to take care of the ad- 
ditional freight charge borne by job- 
bers. 


Jobbers quote f.o.b. Cleveland: 
B and C radio batteries, 


Unit Broken 

Packages Lots 

>. Se $1.14 $1.22 
kh. Me cesseveconsvees 1.30 1.40 
ie, BED. ccceencevonesoe 2.44 2.62 
“S., rer st . 3.17 3.40 
Te: GOS 006c0s6neceeees 3.33 3.58 
Dry cell A_ batteries, No. T7111, 
85%c. in standard packages, 40c. 
in broken lots. Columbia igniter dry 
cell batteries, 32%c. in standard 


packages, 36c. broken lots. 








CORRUGATED ROOFIN G.—Some 
business is now being taken for early 
spring shipment. Prices are un- 
changed. 


Cleveland jobbers quote No. 28 gage 
corrugated roofing at $4.18 per 
square, f.o.b. Pittsburgh. 


DENATURED ALCOHOL. — The de- 
mand has declined, but jobbers are still 
getting some pick-up orders. 


Cleveland jobbers quote denatured 
alcohol in drum lots at 42c. per gal. 


GLASS BAKING WARE.—The de- 
mand for both glass baking ware and 
mountings is unusually good for this 
season of the year and jobbers report 
that their January sales broke all pre- 
vious records for the month. 

Jobbers quote f.o.b. Cleveland: 


Casseroles.—Round or oval, 1 qt., 
$1.17; 2 qt., $1.33; 2% aqt., $1.66; 
square, $1.50; casseroles with fancy 
covers, 35c. higher. 

Pie Plates.—S8 in., 50c.: 9 in., 60c.; 
10 in., 67c. 


Bread Pans.—No. 212, 60c.; No. 214, 
| 


91c. 
Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Tea Pots.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


NAILS AND WIRE.—The demand is 
cnly moderate and prices do not appear 
to be quite as firm as they were. Job- 
bers are taking nails in carload lots 
at unusually narrow margins. 


Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
at $2.90 per .keg for less than car 
lots. 

Jobbers quote as_ follows from 
stocks: 

Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.: No. 9 annealed wire, $3 per 
100 lb.; cement coated nails, $3 per 
100 Ib.; polished fence staples, $3.70 
per 100 Ib.; galvanized fence staples, 
$3.95 per 100 Ib.; miscellaneous nails 
and wire brads, 70 and 10 per cent 
off list. ' 

Barbed Wire.—80 rod spools, Ly- 
man, 4 point cattle wire, $3.25; same, 
hog wire, $3.50; American special hog 
wire, $2.50. 


PAINTS AND VARNISHES.—Tur- 
pentine has declined sharply but lin- 
seed oil is unchanged. Sales are rather 
light. The outlook in the building in- 
dustry locally is not very bright be- 
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cause of the possibility of labor trou- 
bles early in the spring. 


Cleveland jobbers quote as follows: 

Mixed paints, regular shades, best 
grade, $2.90 to $3 per gal. in 1 gal. 
cans. Outside white, $3 to $3.45 per 
gal. in 1 gal. cans. 

Turpentine in bbls., 97c., less than 
bbl., $1.12 per gal. 

Linseed oil in bbls, 95c.; less than 
bbl., $1.05. Boiled, 3c. extra per gal. 
White lead in 100 Ib. kegs, 15%c. 
per lb.; in 50 and 25 Ib. kegs, 15%c. 
per Ib.; in 12% Ib kegs, 15%c. per 
lb.; in 500 lb. lots, 10 per cent dis- 
count; other prices are net. 


PREPARED ROOFING.—The demand 
shows more life than recently owing 
to the fact that retailers are now plac- 
ing orders for spring shipment. 


Cleveland jobbers quote light as- 
phalt roofing at 1.10 per roll; 
medium, $1.30 per roll; heavy, $1.55 
per roll. 


PRUNING SHEARS AND SAWS. — 
A good volume of business has devel- 
oped in pruning equipment for early 
delivery. 


Cleveland jobbers quote: 

Pruning shears, Clearcut No. 1104, 
$11.50 per doz.; Pexto, R85, $20 per 
doz.; No. 50, $6 per doz.; No. 0, 
$3.75 per doz; Wiss, No. 109, $28 per 
doz.; tree pruners, Handy Andy, 
$12.50 per doz.; No. 5402, Clyde, $25 
per doz.; No. 3 Disston Bulldog, $23.25 
per doz.; hedge shears, Disston, 8-in., 
$1.75 each., 9-in., $1.90 each, 10-in., 
$2 each. 


ROPE.—The market is firm but sales 
are rather light. 


Cleveland jobbers quote best grade 
of manila rope at 23%c. per Ib. for 
factory shipment and 24c. per lb. for 
stock shipment; sisal rope, 15%c. per 
lb. for factory shipment and l6c. for 
shipment from stock; folder twine, 
21 oz. and coarser, llc. per Ib. 


SHOVELS.—These are among the in- 
active items. Prices are firm. 


Jobbers quote f.o.b. Cleveland: No. 
2 fourth grade, $10.50 per doz. in full 
bundles; No. 2 third grade, $12.50 per 
doz.; solid shank shovels, Sycamore, 
$12 per doz. in full bundles. Ruf-nek 
black finish, $13.50 per doz. First 
grade shovels, $16 per doz. 


SLEDS.—Since the recent re-establish- 
ment of last year’s prices for 1927 
quite a fair amount of business has 
been taken for fall shipment. 

Cleveland jobbers quote subject to 


33% per cent discount; Flexible 
Flyer, No. 1, $3.75; No. 2, $4.73; No. 
3, $8; No. 4, $6.50; No. 5, $8.75; Junior 


Racer, $5.25; Racer, $6.50; Lightning 

Guider per dozen net, No. 19, $11.40; 

No. 20, $13.30: No. 21, $15.20; No. 22. 

$17.10; No. 22%, $19.95; No. 25, $25.65. 
STOVE PIPE AND ELBOWS.— Quite 
a little business is being taken for fu- 
ture delivery. 


Cleveland jobbers quote: Security, 
6-in., 28 gage, blued stove pipe at 
$3.37 per crate, f.o.b. factory, and 
6-in., blued and crimped elbows at 
$1.32 per doz. 


SYRUP CANS.—tThis is the time that 
retailers in the maple sugar belt buy 
syrup cans, but orders so far have been 
light. 


Jobbers quote l1-gal. syrup cans at 
12%c. each in case lots, f.o.b. Cleve- 
land. 
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not unusual. His advice—“‘Tie 
to one line and stick to it.” 


By WARREN TAYLOR 


T’s BUSY MONEY that E. H. 
I Wright of San Diego, California 
puts into his Perfection line. He 
spends it restocking 10 times a 
year and 10 turnovers bring three 
hundred percent from his invest- 
ment in Perfections! 


Long Chimneys the Reason 


“T sell Perfections exclusively,” 
says Wright, “because I am 


Perfection Dealer says this is 
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E. H. Wricut 
San Diego, Calif. 


2000 Perfections 


Wright has sold more than 2000 
Perfections. They’ve kept on the 
move although at San Diego gas 
extensions have made rapid 
headway. 

Follow up 








convinced the Perfection 
long chimney is the true 
principle for oil stoves.” 


For 25 years Wright has been 
known as the “Stove Man.” 
He handles all kinds. Re- 
builds them, too, so he 
knows ’em inside out. 











Wright always makes it a 
point to give a complete 
demonstration of Perfections. 
Every buyer knows her stove. 


Quick 


rome * PERFECTION OIL STOVES - 


Watch 


this magazine 
next ionth for the 
Perfection story 
of W. D. Skilliter 
& Sons, Genoa, 
Ohio—“ Hot Bis- 


cuits Bring’em.”’ 


the year around 


From the beginning 
Wright has realized 
the value in tying to 
the Perfection line 
which, yearinand year 
out,is backed by 
big consumer 
advertising. 

Perfections are 
shown in his 
big corner win- 
dow every day. 








Wright carries practically all 
numbers of Perfections all the time 
and at least one stove is always 
ready to light. Tie-up with Per- 
fection ads and consistent local 
advertising are his regular practice. 


Recipe for big turnover 


“TI am satisfied that the Perfection 
with its long chimney is the best 
oil stove on the market and I push 
it hard.” That’s how Wright ac- 
counts for the quick turnover and 
big profit he gets from Perfections. 


PERFECTION STOVE COMPANY 


7609 Platt Avenue, Cleveland, Ohio 


Sold in Canada by The Sheet Metal Products Company 
of Canada, Lid., Toronto, Ont. 


ImporTANT: Se// only genuine Perfection 
wicks for all Perfection and Puritan stoves. 
Others cause trouble. 


Good 
Profits 
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HARDWARE AGE 


February 10, 1927 


Spring Lines More Active in Chicago 
Territory—Prices Continue Firm 


(Chicago office of HARDWARE AGB) 


ITH the closer approach of the spring season and the finish- 
ing of the annual inventory taking the dealers are steadily 


increasing their buying. 
merchandise are assuming very 
fact that there was little future 
fall leads to the prediction that 
spring. Staple items are also in 


Orders for spring and summer 
satisfactory proportions and the 
buying of this class of goods last 
the movement will be active this 
good demand. 


This increasing activity in buying is causing prices to take a 
firmer tone and there is an absence of the fluctuations which fea- 


tured the market immediately after the first of the year. 


Leading 


makers of lanterns have announced that the prices which prevailed 


during 1926 will be effective again this year. 


It is predicted that 


many other of the more common hardware items will continue at 


the present stable price levels. 


The steel industry in the Chicago area continues to show a grad- 
ual betterment with the mills operating at about 85 per cent capa- 
city. Railroads are still the heaviest purchasers, but other lines 


of industry are also actively in 
healthy business conditions. 


AUTOMOBILE ACCESSORIES.— 
Prices are unchanged, while the de- 
mand is still seasonably light. 


We quote from _ jobbers’ 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 
68D Light.—Appleton, No. 3280, 

Chains.—Non-skid dozen pair lots, 
385 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% 
$1.85. 

Tires and Tubes.—30 x 3% oversize 
cord tires, $8.75 each; regular cord 
$6.60 each; gray inner tubes, 30 x 3%, 
$1.30 each: red inner tubes, 30 x 3%, 
$1.50 each. 


AXES.—There is a normal demand. 
Prices are expected to continue with- 
out change for the rest of the current 
season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 lb., $14 
dozen base; double bitted, $19 dozen 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
dozen base; single bitted handled 
axes, $15.50 to $24 per dozen, accord- 
ing to quality and grade of handle; 
special unguaranteed handled axes, 
$12 per dozen base. 


BOLTS AND NUTS.—Sales are satis- 
factory and prices are holding firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts; cut 
thread, 45-5 per cent discount; small 
f.o.b. Chicago: Carriage bolts, cut 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts, cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—Chicago 
jobbers have not yet made an advance, 
but are expected to do so very soon, 
following the recent manufacturers’ 
advance. 


stocks, 


in. cylinder, 


the market, indicating generally 





We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, 68 
per dozen pair: 4 x 4 steel butts, old 
copper and dull brass finish, $2.40 per 
dozen pair; heavy steel bevel inside 
sets, $5.50 per dozen sets: steel bit 
keyed front door sets, $1.50 per set; 
wrought brass bit-keyed front door 
sets $3 per set; cylinder front door 
sets, $7 per set. 


CHAINS.—A good steady demand 


reported and prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: ®% inch proof coil 
chains, $8.50 per 100 lb. Henso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per dozen. 

COPPER RIVETS AND BURRS.— 
Prices remain unchanged and sales are 
increasingly active. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-2% per cent discount. 

ELECTRICAL AND RADIO MER- 
CHANDISE.—The demand is rather 


slow at the present time. Prices are 


— 


S 


unchanged. 

We nmol from jobbers’ stocks, 
f.o.b. Chicag 

Electrical Tiveendien. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in 1000 ft. lots, $6.00; No. 18 
lamp cords, $14.25 per 1000 ft.: in 1000 
ft. lots, $13.65; ™% in. brush brass key 


sockets, 15'%c. each; two-way plugs, 


45c. each: in lots of 10, 40c. each; 
two-piece attachment plugs, 12c. 
each; dry cells, boxes of 50, 32c. 


each; less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 
each; No. 770, $3.33 each; No. 772, 
$3.62 each; No. 486, $3.85 each. 

Battery Chargers.—Apco line, 
of less than 10, $13.50 each. 

Loud Speakers.—Western Electric 
No. 522 W. $2.50 list. Discount, 30 
per cent. 


FILES.—There is a normal sales vol- 
ume and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago. American files, 60-10 
per cent off list: Nicholson files, 5 
per cent off list: Black Diamond files, 
40-10-5 per cent off list. 


lots 
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GALVANIZED WARE.—There is a 

slight reduction in price on large-sized 

pails, but other prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, No. 1, $6; No. 2, 


$6.85; No. 3, $8; 10 qt., galvanized 
after made pails, $2,12; 12 qt., $2.33; 


14 qt., $2.60. One Dg all galvan- 
ized oil cans, $2.35 doz.; 2 gal., 
doz.; 3 gal., $6 cong 5 gal., $6.75 doz.; 


1 bu. galvanized baskets, $6.20 doz.; 
No. 26% bu. bailed galvanized meas- 
ures, $4.50 doz. 


GLASS AND PUTTY.—The demand is 
not active at present and prices are 
without change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 86 per cent discount; sin- 
gle strength A, 34 to 40-in. bracket, 
85 per cent discount; single strength 
A, all other brackets, 85 per cent 
discount; double strength A, all sizes, 
86 per cent discount; Single strength 
B up to 25 in., 87 per cent discount; 
34 to 40 in., 86 per cent and balance 
86 per cent; double strength B up to 
54 in., 87 per cent discount; eo 
87 per cent. Putty, pure grade, $3.7 
_ 100 Ib.; commercial, $3.40 per 100 


HANDLED HAMMERS AND 
HATCHETS.—tThere is an increasing- 
ly good volume of business. No early 
price changes are expected and the 
market is very firm. 

HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 a dozen; Maydole, 
$12.60 a dozen; 16 oz. machinists 


hammers, first quality, $9.20 dozen; 
Competitive grade, 16 oz., nail ham- 
mers, $6 to $8. 

HATCHETS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz. first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—Sales 
are satisfactorily good and prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Hay Fork Handles. — Straight- 


Spee 7X and bored, best grade, 4 


, $4.95 doz.; 5 ft., $6 doz.; “> 4 
$4. 95 doz.; : i. $5.30 doz.; X , 4% 
$2.65 doz.; $3.10 doz. 


._- Fork tect —Bent-chucked 
and bored, best e- with strap, 
ferrule and cap, 4% f $8.25 dozen; 

ft., $9.35 doz.; XX ole with strap, 
ferrule and cap, 4 ft., $6 d 
z doz.; 
doz.; 5 ft., 
$3.25 doz.; 5 

Manure 
4% f ” $5. 60 
~ ban 4 
, $2.85 doz.; 


n Hoe Handles.—XX 4 ft., 
$3. 30 doz.; X 4% ft., $2.65 doz. 
eran ‘Rake Handles. -¥ 514 ft., 
$3.80 d xX, 4% f $2.65 doz. 
“Garden Rake el —XX, 6% ft., 
z.: X, 5% ft., $3.55 doz. 
Handles. —Regular rage ys 
XxX, 4% ft., $6.50 doz.: X, 4% 
$4. 30 doz. ; D. handle, best grade, $3. "3 


we: 4 grad e, $6. 60 d 
pade _ —/. —D "Enuiften. best 


soe $8.60 d 
HANDLES, TOOL.—Prices are still 
without change, with a good demand. 
Good hickory is continually growing 
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insures perfect 
ventilation in every room. 


Window openings equipped with AiR-Way Multi- The sash may be adjusted at any point to admit 





fold Window Hardware assure the desired amount _—_any desired amount of fresh air without draughts. 

of ventilation in any season. When closed the windows are weather tight and 
When open the sash slide and fold to one or rattle proof. 

either side leaving a clear opening the full width Cost no more than the most ordinary equipment. 

and depth of the frame—there is no interference Write for full information and working details 

with screens or drapes. of this most modern window equipment. 
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scarcer, and the general price tendency 
is upward. 


We geste from jobbers’ stocks, 
f.o.b. Chicago: 
Axe Manties.~Ie. 1 hickory, $4 


doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Jobbers have not yet fol- 
lowed the lead of the manufacturers 
in advancing prices, but will do so very 
soon. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 80c.: 5-in., 90c.; 6- 
in., $1.00; 8-in., $1.70: 10-in., "$3.60 per 


dozen pairs; extra heavy T hinges, 
in bundles, 4-in., $1.20; 5-in., $1.24; 
6-in., $1.26; 8-in., $2.10; 10-in., $3.10 
per doz. 


ICE CREAM FREEZERS.—Sales are 
gradually increasing in volume as the 
spring season approaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 

.. $4.80 list; 2 qt., $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6. 80 
list; 6 qt., $8.60 list; 8 qt., $11. 10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., 
list: 6 qt.. $6.30 list: 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
qt., $17 list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 


above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.; 4 
qt., enamel, $18 per doz. Above prices 
are net. 





ICE SKATES.—Sales are holding up 


well considering the lateness in the 
season. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Key Clamp, Rocker, 

_ Men’s and Boys’ bright finish, 75c. 
pair. Half key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and Boys’, 
$1.20 pair: Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair; Tu- 
bular Skates, Men's or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERN S.—Manufacturers  an- 
nounce that the 1927 prices will be 
the same as those prevailing during 
the past year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $4.25 doz.: Little 
Wizard, $8.50 doz.: Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 


STUFFERS.—tThe selling season is 
now practically over. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Enterprise, No. 25, 4 
qt., $8 each; No. 31, 6 qt., $8. 65 eac h; 
No. 35, 8 qt., $9.50 each. 
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NAILS.—Prices are unchanged, except 
usual concessions for large quantities. 
The demand is satisfactorily active. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Common wire and cement-coated 
nails, $3.05 per keg , 
PAINTS AND OILS.—The demand is 
showing a steady increase as_ the 
spring season approaches. No change 
in prices. 
We quote from jobbers’ 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, 9lc. 
per gal.; 5 barrel lots, 88c. per gal. 


Linseed Oi!l.—Boiled, barrel lots, 
ay per gal.; 5 barrel lots, 9lc. per 
ga 

Turpentine.—Drum lots, 98c. 

— Barrel lots, 


Denatured Alcohol. 
42c. per gal.; steel drums extra, $6 


stocks, 


returnable. 
White Lead. a lb. am, $13.73 per 
100 Ib., net: $14; 50-Ib. 


0-Ib. 

lots, $7. 25; 25- ib. lots, °'$3. 65; 12% -lb. 
lots, $1.85. 

Shellac. —(4%-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—lIn barrels, 
$3.50 to $6.75 per 100 Ib. 
- thd Paste.—Barrel lots, 7%4c. per 


PYREX WARE.—Sales are fair and 
prices are unchanged. 
We ened from jobbers’ 
f.o.b. Chicag 
Bread _ 212, $7.20 doz.; 
No. 214, $12 doz. 
New Handled Casseroles.—Round, 


stocks, 


No. 622 $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz. Shallow ‘Oval, No. 642, $12 doz.; 


No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 doz. 

Tea Pots.—2 cup, $21 doz.; 
$24 doz.; 6 cup. $28 doz. 

Utility Pans.—No. 231, $8 doz.; 
232, $14 doz. 


ROPE.—Sales are steadily growing i 
volume and prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: No. 1 


4 cup, 
No. 


stocks, 
manila, stand- 


ard brands, 23c. to 26c. per Ib.; No. 
2 manila, 22c. per Ib.; No. 1 sisal, 
15%ec. to 17ec. per Ib.: No. 2 sisal, 
141%4c. to 16c. per Ib. 

SASH CORD.—Sales are_ gradually 


picking up. There is no change in 


prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.40 per doz. hanks; No. 8, $8.45 doz. 
hanks. 

SASH PULLEYS.—The market is 
somewhat inactive at present. Prices 
are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz.; Common- 
sense, 2 in., 60c. doz.; barrels, 54c. 


doz.; No. 105, 46c. doz.; barrels, 42c. 
doz. 


SCREWS.—Prices are firm at the ad- 
vanced basis announced in December. 
The demand is normally active. 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-10-10 per cent; round 
head blued, 7214-20-10- = per cent; 


flat head brass, 72%-20-10-10 per 
cent; round head brass, "70. 10-10-10 
per cent. 


SOLDER AND BABBITT.—There is a 
fair volume of orders being placed. 
Prices are unchanged, with some con- 
cessions for the larger inquiries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago Warranted 50-50 
solder, $44 per 100 lb.; medium, 45- 
55 solder, $43 per 100 Ib. ; tinners’, 
40-60 solder, $42 per 100 "Ib.: high 
speed babbitt metal, $20 per 100 Ib.: 
——- No. 4 babbitt metal, $14 per 
100 1 


STEEL SHEETS. 
ingly good. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
Future orders for fall delivery are 
reaching a very satisfactory volume. 
Prices about the same as during 1926. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30 gage, 12c.; 28 gage, 13c.; 26 gage, 
15'4¢.; Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized ty hods, 17 in., $5 doz. 


WIRE PRODUCTS.—Sales are _in- 
creasingly good. Prices are unchanged, 
except for the usual concessions for 
the larger orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Wire staples, No. 8 
black annealed wire, $3.05 per 100 Ib.; 
No. 9 galvanized plain wire, $3.50 per 
100 Ib.; catch weight spool galvan- 
ized cattle or hog wire, $3.75 per 100 
Ib.; 80-rod spool of galvanized hog 
wire $3.25 per spool. Polished fence 
staples, $3.50 per 100 lb. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft.: 
galvanized, 12-mesh, $1.95 per 100 sq. 
ft.; bronze, 14-mesh, $5.75 per 100 sq. 
ft. Galvanized poultry netting: Gal- 
vanized before made, 57%-5 per cent 
discount; galvanized after made, 
521%4-5 per cent discount. 


WRENCHES.—Sales are normal and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 


Snap-on Wrenches. — Radio and 
electrical set, in metal cases, $2.75; 
No. 101 Master Service Set, $13 .75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50: No. 
608 Crankcase Drain Plug Socket, 
$3.20; No. 900 Square Socket Set, 
$3.70; No. 1878 Giant “‘Snap-on’”’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 








Twin Cities Market (Continued) 


ing near. Stocks are still well as- 
sorted, with prices unchanged. 


We quote from jobbers’ stocks, 
. Twin Cities: Victor traps, No. 
>; No. 1%, $2.44; 
2, Oneida jump, No. 0, 
$1. 59: No. 1, $1.83; No. 1%, $2.81 per 
doz. net. 

Gibbs ‘“‘Two Trigger’’ traps, $5; 
Single Grip No. 1, $1.88; No. 2, $3.35; 
No. 3, $6.50; No. 4, $6. 70 doz. net, 
f.o.b. factory, with freight allowed 
in barrel lots. 


STEEL SHEETS.—Call for sheets is 
fair, with ample stocks on _ hand. 
Prices have not changed. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.15 cwt., base (24 ga.). 
and black steel sheets, $4.30 cwt., 
base (24 ga.). 


TIN.—Call for sheet tin is fair, with 
stocks in good condition. Prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, 
ICL, 20 x 28 tin at $14.50 per box and 
IC, 20 x 28, 8 lb. coating, roofing tin 
at $15.75 per box, net. 


WEATHER STRIP.—Retail call for 
weather strip shows a gradual decline. 


Reading matter continued on page 70 





Stocks are sufficient for present needs. 
Prices are steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: W _ and felt, % 
in., $1.85; % in., $1.85; 1 in., $2.60: 
Home Comfort, ‘$4. 85, and Bosley’ Ss, 
$1.25 per 100 ft. 


WRENCHES.—Sales are steady, with 
perhaps some improvement. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; Coes 
wrenches, per cent, engineers’ 


wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. « 
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When you are in a 





Eveready-Mazda Automobile Lamp Kit No. 
1742. andsomel 7 enameled in colors, sub- 
anne made ot metal. Fits side pockets 
of car, can be thrown in tool-box without 
danger of breaking lamps. List price 25c, 
empty. Will quadruple your sales of 
aeeeteneeee Lamps. 


WHEN automobile lamps are needed in a hurry, you can 
rely on getting Eveready-Mazda Lamps on the dot. 
Eveready service to the trade is as highly perfected as the 
service the lamps give to motorists. Because these lamps 
bear the two names most famous in illumination, they are 
a profitable item to stock. Order from your jobber. 


NATIONAL CARBON COMPANY, INC. 
New York San Francisco 
Atlanta Chicago Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


MAZDA 
AUTOMOBILE LAMPS 
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If you pay twenty-five cents for twenty-five cents’ worth of 
food, it is a lunch; if you pay a dollar for twenty-five cents’ 
worth of food, it is a luncheon. 


John—“Where did you get those great 
big eyes?” 

Mabel—“My folks gave them to me for 
a birthday present.” 





“My girl is furious with me.” 

“*Smatter ?” 

“IT was an hour late last night and she 
had been ready for at least fifteen min- 
utes.” 





Frosh—“What is the date, please ?” 

Prof.—‘Never mind the date. The ex- 
amination is more important.” 

Frosh—“Well, sir, I wanted to have 
something right on my paper.” 





College John—“All I want is a drink 
and a few kind words.” 

Obliging Bootlegger—‘“‘Well, here’s your 
drink, and the kind words are, ‘Don’t drink 
_— 


“Where are you from, little one?” 
“Kentucky, sir.” 
“Oh, yes, the horse district.”—-Old Maid. 


——___ 


“Little boy, you ought to be ashamed of 
yourself, picking up cuds of tobacco out 
of the street.” 

“Say, lady, I’m just learning to chew, 
and I guess they’re good enough to learn 
on.” —Scream. 





The preacher was at ease after service 
Sunday night. 

“Many folks in church?” said his wife. 

“Yes, good attendance—and a stranger 
was present but | did not see him.” 

“But how do you know ?” 

“There was a dollar bill in the contribu- 
tion box.” 


-_——_———— —- = 


“Hey, that election is crooked.” 

“How come?” 

“Why, I went into the voting booth and 
saw Jim Feebly and Roy White stufhng 
the ballot box.” 

“When did you see that?” 

“The third time I went in to vote.’ 


, 


The author of the new play sat quietly 
in his box until just before the curtain 
fell in the last act, when suddenly he ex- 
claimed: “Ah, there it is!” 

“What?” inquired his friend. 

“Why, the line of mine they’ve left in.” 


—London Evening News. 


“T’ve been thrown off of better trains 
than this,” announced the belligerent pas- 
senger to the hard brakeman. “I went on 
tour once with a royal party.” 


Furniture Salesman— “These chairs, 
madam, are genuine Adams.” 
Customer (looking them over)—‘“But 


where are the worm holes ?” 


Salesman—“Oh, you are thinking of 
Adam’s apples!” 
Chiropractor—“I had a patient today 


9 





whose spine 
Wife—‘Stop! I don’t want to hear any 
more of your back talk.” 


[rate Father—‘“‘Son, what’s this story | 
hear about your bank balance?” 
Son—“Oh, I think it’s overdrawn.” 


—Texas Ranger. 


3oss—"“Why do you wish to get your 
salary monthly instead of every week?” 

Nuwedd—“My wife and I quarrel only 
on payday, sir.” 


Suitor—“There’s only one thing I’d 
rather accomplish than marry your daugh- 
ter, sir.” 

Father (warily )}—“What’s that?” 

Suitor—‘Handle a niblick the way you 
do, ig 

l-ather—“ Aw—shucks—well, 
out to lunch.” 


come on 


Mrs. Waggs—“Poor Mrs. Luggs has a 
hard time of it.” 

Mrs. Taggs—‘What now?” 

Mrs. Waggs—“The store where her hus- 
band plays Santa Claus burned down last 
night.” 


Mayme (on crowded trolley car )—“Wot- 
cha got in that package, Sadie?” 

Sadie—“One o’ them portable radios.” 

Mayme—“Chee! If yuh can tune in 
‘The Star Spangled Banner’ maybe we can 
git a seat.” 


Cohen—“If you killed me it would be 
homicide and if you killed yourself it 
would be suicide.” 

Kelly—“Yes.” 

Cohen—“But if I killed myself, would it 
he cohencide ?” 


Minister—“Where do all the bad boys 
go, Johnny?” 

Johnny—“To Canada, where do you 
think they get it?”—Cornell Widow. 


First Frosh—“Where do you live?” 
Second Frosh—“I come from St. Paul 
where men are Minn.” 


He—“I say, the fringe on your scarf is 
unraveling.” 


She—“Thank you—only it’s not a 
fringe, it's my _ bathing suit.”—Boston 
Beanpot. 


“Some one is trying to put something 
over on me,” said the bathing beauty when 


the censor ordered a blanket for her. 


Mr. Oneway—“What are you getting out 
of your new car?” 
Mr. Boulevard—“Oh, about fifty miles 


? 


to the set of fenders! 
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No. 55 Storm-Proof 
Junior Door Hanger 


contains all the exclusive features found 
in the “Big 4,” and Nos. 66, 77 and 88 


Storm-Proof Hangers. 








The roller bearing contained wheels roll 
the door freely and easily. 
The patented flexible fea- 
ture allows the door to swing 
out but makes it thoroughly rigid when swung 
back to the vertical position. This prevents the 
door from rubbing the barn. 


No. 55 Storm-Proof Junior Hangers weigh 53 
pounds per dozen pairs. 


Storm-Proof Junior Rail is bird-proof and storm- 
proof; it shields the top of the door from snow, 
rain and wind. This feature makes Storm-Proof 
Junior outstanding among junior type hangers 
and rail. 


The weight of the door produces a sheering " 
strain on the screws, giving the job unusual  \, cc ccna view 
strength. 


It is made in 4-, 6-, 8- and 
_—_———E—— 10-foot lengths and 

weighs 172 pounds per 

hundred feet. 


Easy to hang and perfect 
Method of Packing Storm-Proof Junior Rail 





No. 55 Front View 








in operation. This com- 
bination is a good will 
and profit maker. 


A request will bring you 
more complete information. 





National Manufacturing Co. °*.° Sterling, Illinois 
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New Forced Draft Blower for 
Residential Furnaces 


The L. J. Wing Mfg. Co., 352 West 
Thirteenth Street, New York City, is mar- 
keting a new forced draft blower, es- 
pecially designed for use with small fur- 
naces of the residential type. 

The new blower supplies sufficient 
forced draft to burn buckwheat coal in the 
furnaces having up to 5 or 6 square feet 
of grate area. It has the same general 
design as the larger Wing forced draft 
units. The unit is small and compact, and 
may be directly bolted to the floor. 

Any kind of furnace, steam, hot water 
or hot air can be readily equipped. The 





blower is fitted directly into the furnace 
base without ducts. 

The motor is fully inclosed and dust- 
proof, to protect the windings, commuta- 
tor and bearings from dust and grit. It 
requires only 1/20 hp. and can be plugged 
into any light socket. The motor is so 
quiet that it can hardly be heard. 

With automatic control, by means of a 
thermostat, the blower may be turned off 
and on in order to maintain a constant 
steam pressure or temperature. The inten- 
sity of the draft from the blower can be 
varied by adjusting a sliding damper. 


Handy Attachments for 
Carpenters’ Square 


The L. S. Starrett Company, Athol, 
Mass., has brought out some neat little 
attachments for the carpenter’s steel 
square that are proving very popular with 
the trade on account of their small die. 

These attachments, known as the No. 
470 Stair Gage Fixtures, are, as their 
name implies, exceedingly useful for lay- 
ing out stair stringers and as a gage for 
valley cuts, hip and rafter work. A turn 
of the knurled thumbscrew clamps them 








securely to the square. They are light 
but strong and take up no more room in | 
the tool box than would a pair of. cuff. 
buttons. 


HARDWARE AGE 


Metzger Wheel Puller 


The Metzger Welding Co., manufacturer 
of wheel pullers, Cincinnati, Ohio, is mar- 
keting the Metzger wheel puller in four 
sizes, an efficient, quick and practical de- 
vice for pulling automobile wheels. The 








re] 
‘ . ki F ee 


wide range of sizes guarantees its adap- 
tation to almost any make of automobile. 

To use a Metzger wheel puller, screw it 
on the end of the axle shaft until the bot- 
tom of puller fits tight against the end of 
the axle shaft. It should then be hit a 
light tap with a hammer and the puller 
should be screwed up tight again with a 
wrench before striking a severe blow to 
remove the wheel. This will prevent pull- 
ing the threads on the shaft or breaking 
the wheel puller. The two solid ends com- 
ing together protect the threads and take 
off the strain. Strike the end of puller a 
hard blow and the jar loosens the wheel. 

The wheel on the opposite side from the 
one you are taking off should be jacked 
up to permit the axle to move back freely 
from the blow while the weight of the 
car remains on the wheel being taken off. 
This jars the wheel loose. Care should 
be taken to see that the end of the axle 
shaft is entirely free from grease. 


—_———— 


New Screw Plate by Wells Tap 
& Die Corporation 


The Wells Tap & Die Corp., 106 Hope 
Street, Greenfield, Mass., has placed on 
the market a new screw plate, supplied 
with either U. S. S. 


or S. A. E. standard 





threads. Each screw plate has a stock, 
dies and guide for every size. The plates 
are simple in construction, convenient and 
easy to adjust, are free cutting and have 
a large capacity. 

Two sizes are available—No. 50, from 
one-quarter to one-half inch, which cuts 
five sizes between these dimensions, and 
No. 60, which cuts seven sizes between 
one-quarter to three-fourth inch. All sets 
have taper taps, patent bevel dies, multiple 
stocks and adjustable tap wrench. 

They are packed in an attractive and 
convenient all-steel sanitary box. 
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Ames Shovel & Tool Co. Issues 
Combined Catalog 


The Ames Shovel & Tool Co., Ames 
Building, Boston, Mass., has announced 
the publication of a new combined catalog 
(No. 152) illustrative and descriptive of 
its line of shovels, spades and scoops. The 
book contains seventy-eight pages and 
cover, is of a convenient hand-book size 
and is printed on high quality paper stock. 

Besides showing many faithful repro- 
ductions of the company’s line of prod- 
ucts, a convenient index at the end of the 
catalog permits the saving of much time 
for reference. 

The Ames Catalog No. 152 should make 
a valuable addition to the hardware mer- 
chant’s reference library. 


Eastman Always Ready 
Chalk Line 


The J. F. Ryan Co., 342 Madison Ave- 
nue, New York City, is offering to the 





trade an ingenious and highly useful de- 
vice to facilitate the work of carpenter, 
mason or builder, known as the Eastman 
Always Ready Chalk Line Reel. 

It is as compact as a fish line on a fly- 
rod, and much the same in appearance 
and operation, holding 50 feet of sturdy 
cord. To the outside end of the cord 
two staples are attached, one of which 
serves as a hook and the other as a nail, 
which may be hooked or hammered into 
the surface on which measurements are to 
be made. 

An outstanding feature of the Eastman 
Reel its self-chalking feature. The 
metal reel case holds a generous quantity 
of powdered chalk, keeping the cord 
chalked and always ready for use. 


is 


To use, it is only necessary to draw 
out the desired length of cord, fasten the 
far end, and then, while holding the reel 
end, snap the cord. A clear chalk line 
is the result, and is obtained in much less 
time than by the old rusty custom of 
hand-chalking a cord line. 
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ARCADE TAYS 


1927 


profitable Year 


for 
AKCADE 
DEALERS 


AVE you read “Selling Toys for the Year 

Round?” This article appeared on page 44 of 
the January 13th issue of Hardware Age. Many 
hardware dealers already are profiting by the hints 
contained in it because they realize that toys can be 
and are sold in all seasons. Fill a show window or 
display case with Arcade Toys. These sturdy cast 
iron playthings are just the thing for the playroom. 
Below are shown a few of Arcade all-year-round 
toys. 















TOY n 
McCORMICK-DEERING ye} 
THRESHER wes 
TOY 
MACK FIRE 
TRUCK 





TOY 
FAGEOL 
SAFETY COACH 





The only known toy Thresher, one of the latest Arcade creations 
is sure to appeal to the ‘‘Kiddies.”” Complete even to a movable 
wind stacker, feeding table, drive and pulleys. Ideal for the boy 
to attach to the Arcade Toy Tractor. Attractively enameled in 
gray and red—just like the real McCormick-Deering Thresher. 


The Mack Fire Truck with extension ladders, rubber tires, hose 
and reel, and a fire bell that clangs as it scoots across the floor, 
is realistic in every detail. Finished in red with gold bronze 
trimming. 


Every child has seen the Fageol Safety Coach and will instantly 
recognize these skillful miniatures displayed in your window. 
Finished in red, blue and green, packed assorted. Equipped with 
real balloon tires. 


Your customers have been reading about Arcade Toys in Good 
Housekeeping, Ladies Home Journal and other magazines. By 


displaying Arcade Toys where they will quickly identify them, 
this advertising spells PROFITS for YOU. 


Write us for catalog. Ask your jobber for prices. 


Arcade Manufacturing Co. 
FREEPORT, ILLINOIS 
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Clover Flint Sandpaper is a profitable 
item for dealers because of its rapid 
turnover. 


Clover sells and repeats because it en- 
ables carpenters and mechanics to do a 
first-class sandpapering job in the short- 
est time possible without wasted effort. 


Hard crystal flint glued securely to the 
toughest of paper, a good profit and the 
satisfaction of selling a product that 
rivals Clover Valve Grinding Compound 
for quality are reasons for handling 
Clover. 


The attractive packages make a com- 
manding shelf display, act as a constant 
reminder and stimulate sales. 


If your Jobber cannot supply you, we 
will ship direct and prepay charges. 


Send for Samples 


CLOVER MFG. CO. 
110 Main St., Norwalk, Conn., U.S.A. 


The Largest and Oldest Manufacturers of 
Abrasive Compound in the World 


Clover Dealers Get Clover Business Service 
Free 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTUR- 
ERS ASSOCIATION AND SOUTHERN HARD- 
WARE JOBBERS ASSOCIATION, Memphis, 
Tenn., week of May 9, 1927. Hotel 
headquarters, New Peabody Hotel, 
Memphis. Charles F. Rockwell, secre- 
tary-treasurer, 342 Madison Avenue, 
New York City. 


ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Little Rock, May, 
1927. L. P. Biggs, secretary, Little 
Rock. 


CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 
1927. Hotel headquarters, The Sena- 
tor. Le Roy Smith, secretary, 112 
Market Street, San Francisco. 


HARDWARE ASSOCIATION OF THE CAR- 
OLINAS and VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 
R. Craig, secretary-treasurer, 804-806 
Commercial Bank Building, Charlotte, 
N.C. 


ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Feb. 15, 16, 
17, 1927. Leon D. Nish, secretary- 
treasurer, Elgin, III. 


IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION, Hotel Savery, Des Moines. 
Exhibition at Des Moines Coliseum, 
Feb. 8, 9, 10, 11, 1927. A. R. Sale, 
secretary, Mason City. 


KENTUCKY HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, Jefferson County Armory, 
Louisville, Feb. 1, 2, 3, 4, 1927. J. M. 
Stone, secretary-treasurer, 202 Repub- 
lic Building, Louisville. 


LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 


1927. S. H. Sale, secretary, Shreve- 
port, La. 
MICHIGAN RETAIL HARDWARE ASSO- 


CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Mich., Feb. 8, 9, 10, 11, 
1927. Arthur J. Scott, secretary, 


Marine City. K. S. Judson, 248 Morris 
Avenue, Grand Rapids, exhibit man- 
ager. 





MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Auditorium, St. 
Paul, Feb. 15, 16, 17, 18, 1927. Charles 
H. Casey, manager-treasurer, Nicollet 
Avenue and 24th Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 13, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 


MONTANA IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, North- 
ern Hotel, Billings, Feb. 24, 25, 26, 
1927. A. C. Talmage, secretary-treas- 
urer, Bozeman. 


NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H. P. 
Sheets, secretary-treasurer, 130 E. 
Washington St., Indianapolis, Ind. 


NEBRASKA RETAIL HARDWARE CON- 
VENTION AND EXPOSITION, University 
Coliseum, Lincoln, Feb. 1, 2, 3, 4, 
1927. Headquarters, Cornhusker Hotel. 
George H. Dietz, secretary-treasurer, 
414-419 Little Building, Lincoln. 


NEW ENGLAND HARDWARE DEALERS 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics Building, Boston, Feb. 
22, 23, 24, 1927. George A. Fiel, secre- 
tary, 80 Federal St., Boston 9, Mass. 


NEw YORK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION, Ten 
Eyck Hotel, Albany. Exhibition at 
State Armory, Feb. 8, 9, 10, 11, 1927. 
John B. Foley, secretary, City Bank 
Building, Syracuse. 


NORTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Grand Forks, Feb. 8, 9, 10, 1927. 
C. N. Barnes, secretary, Grand Forks. 


OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 15, 16, 17, 18, 1927. James B. 
Carson, secretary, 411 Mutual Home 
Building, Dayton. 


OREGON RETAIL HARDWARE AND IM- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Portland, Feb. 8, 9, 10, 1927. 
E. E. Lucas, secretary, Hutton. Build- 
ing, Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 





Spokane, Wash., Feb. 2, 3, 4, 1927. 
E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. . 


PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., some time in May, 1927, 
exact dates to be announced later. 
C. L. Thompson, secretary-treasurer, 
Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SBA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Commer- 
cial Museum, Philadelphia, Feb. 14, 15, 
16, 17, 18, 1927. Sharon E. Jones, sec- 
retary, 604 Wesley Building, Philadel- 
phia. 


SOUTHERN CALIFORNIA RETAIL HARD- 
WARE ASSOCIATION CONVENTION, Am- 
bassador Hotel, Los Angeles, Cal., Feb. 
22, 23, 24, 1927. H. L. Boyd, secretary- 
treasurer, 618 Hellman Bank Building, 
Los Angeles, Cal. 


SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION, Mem- 
phis, Tenn., week of May 9, 1927. Ho- 
tel headquarters, New Peabody Hotel, 
Memphis. John Donnan, secretary- 
treasurer, Richmond, Va. 


SouTH DAKOTA RETAIL HARDWARB 
ASSOCIATION CONVENTION, Coliseum, 
Sioux Falls, Feb. 22, 23, 24, 1927. 
Chas. H. Casey, manager-treasurer, 
Nicollet Avenue and 24th Street, Min- 
neapolis. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, COM- 
POSED OF ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE CONVENTION AND ExX- 
HIBITION, Jacksonville, Fla., April 19, 
20, 21, 1927. Walter Harlan, secre- 
tary, 701 Grand Theater Building, At- 
lanta, Ga. 


VIRGINIA RETAIL HARDWARE ASSOCIA- 
TION will hold a joint convention with 
the Carolinas Association at Virginia 
Beach, Va., June 7, 8, 9, 1927. Head- 
quarters, Hotel Cavalier. Thomas B. 
Howell, secretary, 301 E. Grace St., 
Richmond. 


WISCONSIN RETAIL HARDWARE ASSO- 
CIATION. CONVENTION AND EXHIBITION, 
Auditorium, Milwaukee, Feb. 1, 2, 3, 4, 
1927. George W. Kornely, 1476 Green 
Bay Avenue, Milwaukee, is exhibit 
manager. P. J. Jacobs, secretary- 
treasurer, Stevens Point. 
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This line appeals first of all because every item is of sound 
value. High grade solid brass—the only metal suited to 
bathroom service—durable nickel or pure white finish, 
beautiful designs in large variety and practical designs that 
are easy to clean. 


If you want to handle and profit by handling bathroom fixtures of 
this quality, stock Ringco Fixtures. Send for a copy of our large 
catalog. 


AMERICAN RING COMPANY mong gg ce 
Boston—170 Summer St. New York—2 Hudson St. 
° San Francisco—116 New Montgomery St. 
Connecticut Chicago—29 E. Madison St. 
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Perfect 


The “Customers” Who Send a Friend 


Some of those “Customers” we have been mentioning 
here week after week are getting into action. We under- 
stand they have been boosting “Perfect” Screen and Hard- 
ware Cloth. All the neighbors are talking about its quality 
and fine appearance and passing it on to their friends. 


It started some time ago when our Dealer Friends in- 
sured themselves against dissatisfied customers by selling 
better Wire Cloth. 


And now all their efforts are being rewarded by repeat 
sales and new customers. 


If you are not meeting these folks ask your Jobber to tell 
you about “Perfect.” 





MINNA 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 
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“The greatest benefit I believe to be gained from membership in our Association is 
to be had right here in convention by those members who attend and who try to give 
something from their experiences as wel! as get something from the experiences of oth- 
So let us all pitch in and do what we can to make it a real success.”—Henry S. 
Hitcheock, Secretary Connecticut Hardware Association. 














Connecticut Association’s Convention 


manufacturers, wholesalers and the Nut- 
meggers (an organization of hardware 
salesmen in the State of Connecticut), to 
participate in all sessions. It.is apparent 
that all these factors are interested in the 
great study of distribution. Their view- 
points of the problems to be discussed at 
this convention will be an interesting con- 
tribution. Constructive thought and con- 
scientious visualization of the problems of 
the retailer is the imperative need of the 
day. 

“The halcyon days when hardware was 
sold only in a hardware store is remi- 
niscent of a decade almost forgotten. To- 
day, those gigantic commercial enterprises 
known in our language as chain stores, 
are merchandising profitable hardware 
items. Catalog houses, drug stores, de- 
partment stores and the glorified peddlers 
are all bidding for the legitimate trade of 
the hardware merchant. 

“How may we safeguard our future 
economic position? To my mind, only 
through continued contact with the manu- 
facturer and the wholesaler. Presenting 
our case, based on facts in such a manner 
that their reaction to our briefs will be 
accorded the consideration due us. Im- 
mediate relief from the effects of the sale 
of trade-marked merchandise through un- 
derground channels, and the matter of 
price differentials, are problems that con- 
cern and have a vital import in the future 
of hardware retailing. 

“Tt is my judgment, that the best in- 
terests of all concerned in distribution 
would be better served if the manufac- 
turer and wholesaler, in their deliberations 
in convention assembled, would condescend 





(Continued from page 57) 


to consider the advisability of inviting the 
retailer to join in their discussions, there- 
by proving allegiance to the industry and 
showing a spirit of cooperative helpful- 
ness. 

“IT submit to you that the activities of 
the Hardware Council are recognized as 
one of continued progress. Contact has 
been established among the three units of 
distribution, the Manufacturer, Whole- 
saler, and Retailer. A better understand- 
ing of the economic need of cooperation 
among these units is the result. By. vir- 
tue of these continued deliberations of the 
Hardware Council, present-day conditions 
existing in the field of hardware distribu- 
tion may be alleviated or terminated.” 

The annual banquet brought the conven- 
tion to a close. Col. Norris G. Osborn, 
editor New Haven Journal-Courier, was 
the speaker. He talked of State and Na- 
tional problems of interest to business 
men, 

In the several question box discussions 
much stress was laid on the selling power 
of open display tables. The glass parti- 
tions appeared to be most popular with 
the members who have used this type of 
sales stimulator. J. J. Collins, Branford, 
suggested that hardware men learn from 
the methods of chain stores. Al Cornell 
suggested that hardware men select and 
push lines not carried by chain stores at 
cut prices. George Phelps said that hard- 
ware men are not particular enough when 
picking a location. 

It was generally agreed that no stand- 
ard mark-up was practical for hardware 
stores. 

Mr. that dealers 


Atkinson suggested 





delegate responsibility with authority to 
business associates, let them make mis- 
takes and in that way progress. 

Don Hallock, whose store headquarters 
are at Derby, told how he sells 30 car- 
loads of electric washing machines a year 
and meets with no grief in the handling 
of installment sales. Mr. Hallock also 
said that to do a real volume on washers 
and kindred lines it is necessary to give 
these lines special attention and not merely 
look at them as side lines. : 

Linford C. White, Standard Tool Co., 
newly elected president of the Nutmeg- 
gers, attended every session, and suggested 
that the Nutmeggers and members of the 
Connecticut Hardware Association meet 
two or three times a year to discuss mu- 
tual problems and to work jointly in the 
solution of current worries in the busi- 
ness. 

A large number of Nutmeggers partici- 
pated in the convention. Their contribu- 
tion to the success of the convention re- 
ceived official acknowledgment in the 
resolutions passed thanking them collec- 
tively and individually. Messrs. Atkinson 
and Cornell received similar appreciation. 

The average attendance at meetings was 
75. George A. Fiel, secretary, and R. P. 
Adams, Worcester, Mass., president of the 
New England Retail Hardware Associa- 
tion, were guests of the convention for 
the first day. 

After the annual banquet which ended 
at 3 p. m., Thursday, a large delegation of 
dealers and Nutmeggers visited the in- 
teresting New Haven Progress 'Exposi- 
tion. 





Nutmeggers’ “Night Before’ Party was Bigger and Better 


was good too. About 250 attended this party. 
The Nutmeggers Night Before Party is 
a means of bringing the Connecticut Hard- 
ware Association members to town the 
night before the opening of the conven- 
tion. This permits an early and well at- 
tended start the next morning. 
Wednesday morning before the dealers 
started their convention, President 
Schwartz presided over his last meeting 
as the head of the Nutmeggers. He in- 





(Continued from page 57) 


troduced the new officers and directors 
and turned over the gavel to the incoming 
president. 

At the party Mr. White on behalf of 
the Nutmeggers presented to retiring 
President Schwartz a_ very beautiful 
clock, as a token of appreciation for his 
untiring efforts in making the organiza- 
tion a success. 

The dinner committee was: Chairman 
Mark A. Miller, Yale & Towne Mfg. Co.; 





J. T. McCulloch, Robeson-Rochester 
Corp.; A. H. Doonan, Pittsburgh Steel 
Co.; J. T. O'Neill, Paterson-Sargent Co., 
and Carlton Phillips, L. S. Starrett Co. 
Charles J. Heale of HARDWARE AGE su- 
pervised the production of the combination 
program used by the Nutmeggers and the 
Connecticut Hardware Association. Messrs. 
McCulloch and Phillips were chosen as 
vice-presidents of the Nutmeggers at the 
recent election. 
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When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 
per cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 

When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 


Make the comparison. 


Every product of the Atlas -Tack 
Corporation has been scientifically 
designed for its purpose and stand- 
ardized. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 





Brades W-H-S Trowels 





AN TRICKS FAN 








Every one of these famous 
TROWELS has _sbehind 
it the reputation and 
guarantee of the makers, 
WILLIAM HUNT & 
SONS, BRADES STEEL 
WORKS, Birmingham, 
England, the pioneers in 
the manufacture of BRICK 
TROWELS and makers of 
them for over one hundred 
years. 


No deviation, however 
small, is permitted either in 
the quality of the material 
or skill in workmanship. 
Like all good things they 
can be handled with advan- 
tage to everyone. 





Write for prices. 





Sole Distributors for U. S. A.: 


WIEBUSCH & HILGER, Ltd. 
New York 











“The Blade With the Reputation” 


Makers Since 1883 


CLEMSON BROS., INC. 


Middletown, New York 











Ten~ 
Twenty— 


Fifty— 


and six make eighty-six. 





Four score and six years of pro- 
ducing Wrenches that turn the 
balkiest nuts and scorn the rav- 
ages of time. That is what the 
Coes Wrench Company has done. 


Pioneers in 1841—Leaders in 1927. 


That is why most dealers stock 
COES Wrenches. Order thru 
your Jobber. 





COES WRENCH CO. 


“In Business Since 1841” 





Worcester Mass. 
SELLING AGENTS 
J. C. McCARTY & CO........ 29 Murray Street, New York 


JOHN H. GRAHAM & CO...113 Chambers Street, New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 
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GREEN’S 
Stock Boxes 


4A NEW IMPROVED 


Box 
At Low Cost. Has All the 
Advantages of the More 
Expensive Fixtures. 


Made in an Assortment 
of Sizes to Fit Every 
Hardware Need. 





Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57 St., N. Y. 











CAROLUS CUTTERS 


The Style N is the regular Bolt Cutter with the added End 


Cut, and also the Nut Splitter, making a 3 in 1 Tool. You 
can also obtain Carolus Cutters in Style A, Straight Cut; also 
Style B, Straight and End Cut. Steel Plates hold Jaws rigid. 
Made in SIX SIZES and THREE STYLES. Why not Buy 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, 
Literature and Prices. 


CAROLUS MFG. CO. Sterling, Iil. 


Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


write us direct for 








MAKE SIGNS THAT MAKE SALES 


Hundreds of _hard- 
ware dealers use our 
National Show Card 
Writer. They make 
their own store and 
window signs, stream- 


















ers, price tickets, 
charts, announce- 
ments, etc., get in- 
stant attention to 


goods, sell more mer- 
chandise, and 
save enough 
money in about 
a month to more 
than pay for the 
outfit. Any clerk 
can use it. 

NATIONAL SIGN STENCIL COMPANY 

Manufacturers of the NATIONAL SHOW CARD WRITER 
1602 University Avenue Saint Paul, Minnesota 


“GEM” apsustasie 
REGISTER 
SHIELDS 



















Gauge your oppor- 
tunity to sell “Gem” 
Register Shields by the number of warm air 
furnaces in your locality. Fit all size reg- 
isters. Attractive and easily adjustable. 
Floor Shield retails at $1.50; 
Wall Shield at 75c. 





—— 
—_ = . 
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1140 BROADWAY. NEW YORK,NY. \ 


BUY FROM YOUR JOBBER 





HARDWARE AGE 





February 10, 1927 


An American Character Study 


(Continued from page 43) 


behalf of the entire industry before the Ways and Means 
Committee of Congress. This Committee was then con- 
sidering a new revenue act. They gave me permission 
to address them for twenty minutes. 

“Before appearing before them, though, I made it a 
point to become acquainted with some of the members 
when I had never met, and to renew acquaintance with 
others already known. When I appeared before the 
Committee, some of these gentlemen began asking ques- 
tions—but always /ielpful ones. I had tull authority to 
represent the entire industry and displayed my creden- 
tials. I knew what was wanted, and why. I could speak 
with authority and did so without hesitation. The Com- 
mittee was kind to me—and rescinded the tax. 

“T had sat in the Committee Room for the better part 
of two days and had seen lawyers appear in behalf of 
certain interests. They had come there with set speeches 
to deliver. They knew nothing about the industries 
represented nor the conditions of those industries, out- 
side of what those prepared speeches covered. When a 
member of the Committee (and’ there are some very 
smart men in that body) asked these lawyers leading 
questions, they could not answer them. They were sunk. 
| wondered then why those industries did not send some 
of their own members to present their cases. Through 
watching these proceedings, I learned how to present my 
case, and apparently it worked. 

“In the effort to have this unfair tax removed, I 
was fortunate in having the assistance of Mr. Herbert 
P. Sheets, secretary of The National Retail Hardware 
Association. He came to Washington at my request and 
presented the point of view of 22,000 hardware retailers 
represented by his Association. His help was greatly 
appreciated and, I am sure, helped to turn the tide 
our way. Strangely enough, neither of the hardware 
jobbers’ associations appeared, nor did they give any 
help. , 

“To the hardware trade of the country—wholesale 
and retail—I wish a New Year of happiness and suc- 
cess. They have been my best friends and I am gen- 
uinely interested in their welfare, though out of business 
temporarily myself. When I was a youngster calling 
on the retail hardware dealers, they were good to me. 
I had to sell goods. I had to make good. I had to hold 
my job. I had to make it a bigger one. They were my 
friends. I shall always be grateful to them. Many of 
my first customers are still in business and I hope they 
are all happy and successful—men like Hamp Williams 
of Hot Springs, Ark.; Emmett Mitchell of Morrillton, 
Ark.; Will Buckelew of Shreveport, La.; Thad Carlisle 
of Kaufman, Tex., and hundreds of others. I could at- 
tend the retail hardware conventions of a number of 
States and be perfectly at home with my old friends 
among the retailers. I think of them much oftener than 
they know. 

“And the hardware jobbers! As I came along from 
the jobbing into the manufacturing business, they were 
as good to me as the retailers had been. Among them 
1 number my very best friends. I hope some day to 
renew my acquaintance and contact with them. The 
hundreds of them—the biggest men in the industry—who 
have written me such beautiful letters, have my full 
appreciation of all they have done for me and all they 
have meant, and still mean, to me. They are a fine body 
of men. They are my friends. I love them and wish them 
well through the New Year and the years to come.” 
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So here ends my story of the blue-eyed, barefooted 
boy who met the trains in Texas and carried the grips 
of salesmen to his father’s hotel—a boy who, step by 
step, by hard work, dependability, faithfulness, good 
judgment and self-sacrifice, rose, in the brief space of 
sixteen years, to be the president of one of the greatest 
corporations in the world; a man who sat at his desk in 
New York and, with a nod, accepted contracts that in- 
volved the outlay of millions and millions of dollars. 

Where is there a story in “The Arabian Nights” that 
can compare with this? When it came to the handling of 
wealth, Sinbad the Sailor was just a 0.22 short! Midas, 
the ancient King who, with his touch, turned everything 
to gold, had no conception of the millions and millions 
in wealth that were handled by this Texas boy during the 
War period. 

Stop and think of the contrast, within the short period 
of twenty-five years, of a youth struggling to keep body 
and soul together on wages of $3 per week, and the 
president of a corporation daily signing checks that ran 
into millions of dollars, with an army of 37,000 em- 
ployees subject to his command! 

In this story I have not attempted any fancy writing. 
When an author has a story like this, the more simply 
he tells the story, the better. This story speaks for itself. 
No man could have achieved what has been accomplished 
by Charles L. Reierson without a foundation of sterling 
character. He stands out, in my mind, as the highest 
type of American business man, doing his work at one of 
the most strenuous times in all of American history. For 
that reason, in the beginning, I called this article—‘AN 
AMERICAN CHARACTER STUDY.“ 





Requirement Buying 


HERE can no longer be any doubt but that require- 

ment buying has come to stay. It is permeating 
business from top to bottom. It has a logical, economic 
place, if not carried to extremes, and it is bound to be 
permanent. 

There are a number of good reasons why requirement 
buying is proper and right. Hand and hand along with 
it go reasonable stocks and, of course, reasonable 
capital-investment. In addition, such stocks reduce in- 
surance costs. They also minimize losses due to price 
changes. They also economize the use of bank credit 
and tend indirectly to reduce the number and severity 
of business failures. 

In these days of strenuous advertising competition, 
retailers generally have awakened to the fact that the 
placing of unduly large orders for heavily advertised 
goods may easily prove to be nothing short of suicidal. 
That is because consumer preferences change now al- 
most overnight, as one large campaign of advertising is 
supplanted by another. Heretofore the retailer has 
largely been the goat of the situation, being left with 
large stocks of advertised goods no longer wanted by 
the consumer as the demand got switched to other trade- 
mark brands. 

But advantages accrue all along the line, to the manu- 
facturer as well as the retailer and actual consumer. 
One of the big steel companies has pointed out, for in- 
stance, that under the old plan of buying in big quanti- 
ties in advance of actual demand, it used to have to 
employ 50,000 employees upon occasion, whereas under 
present buying plan, its number of employees can be 
reduced to 7500 upon a permanent basis. Furthermore, 
its inventory has been reduced from $90,000,000 to 
$69,000,000, and it has been doing the same amount of 
business upon a capital amounting to $21,000,000 less. 
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IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 
Send for Dealer Froposition 
IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers S8t.; Chicago, 108 W. Lake 8t.; 
San Francisco,.717 Market St. ; New Orleans, La., 625 Pine St.; 
Ogden, Utah, "2327 Grant Ave. 























Door Knobs 
\ That Lock 


Show your cus- 
ta tomers how quick- 
ly they can re- 
move regular door 
knobs and replace 
them with our 


Knobby-Lock Night Latch 


The whole job is done in three minutes 

without drilling or cutting of door. 
Your customer has a Sturdy Lock with a Five Tumbler 
Cylinder right in the knob. Write for “Trial Order” 
of % dozen sets. Order now. 


ADVANCE MFG. CO. 
620 St. Antoine St. Detroit, Mich. 
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Most convenient wrench made for general use. Com- 
bines Adjustable “S” Wrench with Nut Wrench in a 
practical way. 

Gets into and out of places where a Monkey Wrench 
cannot be used. Forged-steel jaw. Malleable handle. 
6 sizes: 4 to 14 in. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 


Representatives—Surpless, Dunn & Co. 


Sales 
New York Chicage 














Paine Toggle Bolts 


“The Most Practical tespe” 
Any Style Head, Any Length 
Bolt. 
Nickel Plated or Galvanized. 
Simplest and Quickest. 
The Toggle with the 
“Spring Wings.”’ 
Save Their Cost in Time and 
Patience. 





Samples on request—No charge 


THE PAINE COMPANY 
2951 Carroll Avenue Chicago, IIl. 


Stock carried. 33 Warren St., New York City, New York 
915 Bryant St., San Francisco, Calif. 
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Builders are Good 
Customers Glass 


HARDWARE AGE 











HEREVER building operations 

are taking place there is an 
opportunity for some hardware store 
to sell glass. It takes no effort at all 
to sell glass to the builder—he needs 
it as he does brick and lumber and 
the chances are that the store that 
serves him with glass will get other 
business from him. 


Our advertising in building papers tells 
builders all about 


“a 


They know it is stronger, perfectly 
flat, freer from defects and beautiful 
in appearance. Naturally the store 
that carries it has their confidence 


right at the start. 


Send for our valuable handbook “Win- 
dow Glass in the Making” and get the 
facts. 


















argest Producer of Window Glass 


GENERAL OFFICES PITTSBURGH. PA. .BRANCHES IN PRINCIPAL CITIES 














FOR SALE 
Remington Arms Co., Inc., 


of Delaware 
(Controlling Remington Cash Register Co.) 


72% First Preferred 
8% Second Preferred 


Common Stock 


We have to offer the above securities. Recent legal 
settlements awarded full rights to the Remington 
Company on their cash register. Prospects for 
these securities are attractive. 


Ruberoid Company 
of New York 
Capital Stock 


The Company has had a very exceptional dividend 
record having paid dividends every year since 1889. 
In some years as high as 20% has been paid. The 
capital stock is the only security of this company. 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 









Loy 


Sales... 
Bring Other Sales 


Little Willie Brown can get a lot of 
enjoyment out of a good sturdy toy, 
and you can get a lot of business out 
of selling it to him. 








It won't be long before Wiillie’s 
father will need a few tools and Wil- 
lie’s mother will have to have some 
new kitchen utensils. 


Mr. and Mrs. Brown will naturally 
buy more of these things from the 
hardware men who pleased Willie so 
much with that new toy. 


How to please Willie is a problem to 
which the second issue of Hardware 
Age every month is largely devoted. 








February 10, 1927 
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Thirty five years of ex- 
perience in hinge making 
guides every operation of 
manufacture, from raw steel 


to finished product- ne 





Manufacturing Co 


ERIE PENNSYLVANIA 
ranch Offices__, 


45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
28 BINFORD ST. BOSTON 
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Double Your Profits 
in Clothes Hooks 


The demand for a clothes hook that doubles the 
storage space and roominess of the modern 
clothes closet has created a tremendous market 
waiting for DACOR clothes hooks. Priced to sell 
at less than the average hook of equal quality, 
DACOR hooks will be a leader of rapid turn-over 
items for your stock. 





1 DACOR clothes hooks are 
4 || stamped of steel, finished 
in nickel and each hook, 
only six inches long, is 
notched to hold six suit or 
dress hangers. Hangers 
cannot slip off or crowd 
7 |i together. 
A set of three DACOR 
hooks fully equips the 
average closet and neatly 
accommodates 18 gar- 
ments. 
Easy to install, four screws 
are supplied with each 
ii hook. 


Nationally advertised, and with counter cards and other 
sales helps supplied; DACOR’S true merchandising quali- 


























ties have earned its place in your stock. J 

A few territories open for distributors. F 
DACOR Division Fl ys 

+ 
DAVIS TOOL & ENGINEERING CO... 

6525 Lincoln Ave., Detroit, Michigan wo * 
MAIL THIS COUPON fog Py 

For full information regarding this Ff * Ye 


new quick-turn-over item and for ¢ $a” 


a sample set of DACOR packed ¢ OD 9 
three to the box. 2 Sr e- 
TO-DAY SASF? ae 
¢ r~) ro & Os ~ - 
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We Give an Absolute Two-Year Guarantee 
Covering This Check 
Illustration shows CHECK with HOLDER ARM; can be sup- 
plied with REGULAR ARM. 
Operates RIGHT or LEFT-HAND doors without any change 


in the mechanism. 


Circular upon request 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 10! PARK AVE., N. Y. 
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KEIL: LOCK 


It is guaranteed burglar- 
— makes security 

ubly sure—it sells with- 
out effort. 


Francis Keil & Son, Inc. 


401-425 E. 163rd St., New York 
1876—A Half Century of Pregress—1926 





Show More, Sell More! 


Carrick Hardware Co. are increasing their sales by using Heller Equipment 


Take the pictures out of the mail order catalog and 
they won’t do any business. 

Your display of the original article is more appeal- 
ing than any picture that may be had. 

A Heller man can show you how to get an increase 
of from 50 to 100% if you will follow his simple, 
inexpensive tried-out plan. It won’t cost a cent to 
talk to him. Just mail coupon TODAY 


W 700 Bryant St., Montpelier, Ohie 
° ie Heller & Co. 20 Vesey St., New York City 
Kindly have your man call. I would like to increase my knowledge 
of Merchandising Hardware. 
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Q d 
BRIDGEPORT. CONN. 


WOOD SCREWS 


Roofing Nails Scratch Brush Wire 





Rivets 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 
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A Ladder for Every Purpose | 
> Every Home needs a step ladder _\ 
ery Farm needs along ladder | 
| We pay the Freight 


W. BABCOCK CO. 
—_ New York. iL_\\ 
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="! Back in the days when 
it Grant was President 


313 Mesh —‘‘Buffalo” Standard Galvanized Hardware Grade Wire Cloth was used for a big 
share of the screening purposes throughout the country 58 years ago. That it still 
enjoys a big sale, attests to “Buffalo” quality. 


Hardware dealers will find “Buffalo” Wire Cloth second to none in sales and 
service. Large stock of freshly galvanized Standard Hardware Grade Wire Cloth 
on hand at all times for immediate shipment. 


Standard stock sizes range from two to eight mesh, and in widths 24, 30, 36, 42 
436 Mat and 48 inches. Special mesh, gauge or width can be made to order. 


Send for catalog 8A.B. 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons, Est. 1869) 
518 Terrace Buffalo, N. Y. 
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The, ROD 4 


estimonials’ Yo. 
*‘The Claws Never Slipped’’ 


“Through a yellow pine 2” x 4”, I pulled an 8d casing 
nail by the point. The claws cut into the nail and 
never slipped. That’s some test for the claws of a 
hammer.” 

That’s the opinion of Mr. H. H. Siegle, of Emporia, 
Kansas, about Tyrod hammers. By this time he 
knows Tyrods will meet any test. They won't break; 
the head won’t fly off; they have ideal balance; they 
stand the gaff of heavy work and are fine for fin- 
ishing. 

Tyrod is the only hammer in the world with a 


backbone. 


Send today for descriptive literature and price list. 


AMERICAN HAMMER CORP. 
715 East 138th St., New York City 


Western Sales Office 
615 W. Washington St., Los Angeles, Cal. 





STAR DRILLS made of ALLOY STEEL 


The Toughest Steel Known 


So are the other 51 tools in the “Green Line.” Tools made from it 
hold their Edge longer than tools made from other Steel. 
Every Tool is a Quality Product with a Finish that Reflects the Quality. 


The KILBORN & BISHOP Co., New Haven, Conn. 
Manufacturers of the “GREEN LINE TOOLS” 


WSRAVSSSSSSSSALSSSSSSSSS SSS SSSSSSSSSSVSSSS SSS SSNS 
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TWO LONDON PATTERNS 


No. 116 5 inches wide, 
No. 112 54 inches wide. 





W. ROSE Tools 


Crucible steel, 


accurately treated. 
For sale by all wholesale houses. 
Selling Agents 


WIEBUSCH & HILGER, Ltd. 
110 Lafayette St., New York 


WM. ROSE AND BROS. 














PREMAX TENT EQUIPMENT 
IS PARKERIZED 


eas means that the steel stakes and telescoping 
tubular steel tent poles made by Premax are 
rustproofed. 

When you tell your customers Premax is Parkerized 
they’ll know the product is good. 

For Parkerizing costs money and only good products 
can afford it. We've put the quality there to make 
them easily sold. 

Samples and prices on request. 


PREMAX PRODUCTS 


Niagara Metal. Stamping Corporation 
Niagara Falls, New York 
Dept. HA-6 














Sharon Hill, Pa. 


YER TIRE 


TORE LADDERS 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 

















370 ATLANTIC AVE., BOSTON, MASS. 
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Makes You 








IT’S NEW—IT’S 
" SocKET WRENCH 
“a wy r [ H EADQUARTERS 
1) REAL BUSINESS 
1) | | JMADE With this carefully selected 





Walden- Worcester Assort- 
ment on your counter, your 
trade soon learns that you 
can supply any needed socket, 
handle or attachment. The 
Cabinet offers a convenient 
and attractive medium for 
the display of the stock. 

In a word, an investment 
of only $54 makes your store 
Socket Wrench “Headquar- 


Applied to Shelf or. LOCKS 
Overlapping Door. OPENS 








ters.” 
A New Push Catch No. 1100 Assortment of 113 Parts 
: ' ’ including 75 CHROME NICKEL 
Showing Strike A slight pressure on button and as —— for — and — 
; nuts ; peeders, sets, ees, 
Mortised. door opens, a gentle push and Assortment No. 1100 Ratchets, Gannsetens. Universal 
door is securely latched. Joints, Extensions, etc. Graded ip 


proportion to demand. All parts 
interchangeable. Net price, ip 
cluding all-steel cabinet, $54. 


Write us for name of the Walden. 


, Worcester jobber and for Socket 
Wrench Catalog No. 27. 


STEVENS WALDEN-WORCESTER, INC 


A quality article—made of solid 
brass throughout, with wide variety 
of handsome finishes. 


Bae NV Your Jobber Will Supply You 
A Za \ \ Manufactured by Rite Hardware 
Bs - Company 


NVC NITII 
Uy WN 








° Mires. Walden-W t Ww hes 
, 125 W. Washington St. a “Speed Up” Toole. 
Applied 2 Rabbeted Los Angeles, Calif. Worcester, Mass. 
oor 




















ORPORSA 





STEVENS-WALDEN-WORCESTER 





€&=[Look for the tag, carrying our name, at the end of every roll! 


eso The Gilbert & Bennett Mfg. Co. 
me oP fay 9 Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City 







Georgetown, Conn. Chicago Kansas Citv 
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The Quickest and Easiest 
Way to Handle, Measure and 
Cut Wire Screen Cloth 


Our Marvel Rack occu- 
pies very little floor 
space, holds 24 rolls of 
cloth, from 18” to 48”, 
(sizes are shown oppo- 
site each roll), and facil- 
itates handling, measur- 
ing and cutting. No 
back-breaking work. 

No hunting sizes. No 
time lost serving cus- 
tomers. 


Display Rack 
It displays the cloth so attractively that your sales 
show an increase right from the start. Made in 
sizes and styles for small and large stores for 


every requirement. Cost is less than most dealers 
suppose. 


Send for Catalog and letters from satisfied Dealers. 


Marvel Rack Mfg. Co., 125 W. Grant St. 


Minneapolis Minn. 


New York Distributors: 
Mashback Hardware Co. S2 Warren St., N. Y¥. C. 








Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 
Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 


Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 


Chain Hardware Stores in United States and Canada. 


5c, 10c and 25c Stores carrying hardware in United States 
and Canada. 


Department Stores carrying hardware and housefurnish- 
ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers and Retailers. 

Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the Seventh Edition. 

Hardware Wholesalers find Verified [Ast of great value in 
‘“‘checking’’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 

















American Steel & Wire 


Ellwood 
ose. 
San Francisco, Los Angeles, 


every p 
7 : i Portland, Seattle 


Quick Delivery. Write us for selling plans. 








- Glidden, Am. Special, 
Ellwood Junior, Lyman. 
TACKS, Hot Galw’d Nails. 
American, Royal, Anthony, 
» Prairie, Banner. Steel Gates. 





Company 
Chicago, New York, Boston 
Denver, Birmingham, Dallas 


U. 8. Steel Products Co. 





Reinforced 
to Withstand 
Rough Usage 


Sexton Ash Cans offer the 
dealer a highly profitable 
item. Built to stand rough- 
est abuse. Full line of Ash 
Cans and Underground 
Garbage Receivers. 

Write for catalog and 
prices. 


iC mrn, 
<X SEXTON CAN CO} Notice ‘‘Nu-Rib”’ 




















Hot, Strong, 
Durable, Safe 














Nine other styles 


Are ACTIVE Sellers 


Hardware Age regularly publishes 
many stories of profits made by 
hardware dealers who handle toys. 
What these merchants are doing 
you can do. 








Read about these successes and 
then turn to the advertising pages. 
You'll find that the toy manufac- 
turers are offering the dealer 
worthwhile merchandising helps. 





There is real money in toys. 
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The 


ULTIMATE Wringer 


ANCHOR BRAND 
Best on Earth 





Warranted for Five Years 


> 





LOVELL MFG. CO. Erie, Pa. : 
Largest Manufacturers of Clothes Wringers in 
the World 

















VY 





Oliver 


FOR 64 YEARS A NAME REPRESENTING 


Quality and 
Service 


GW 





Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 






HE Nation-wide use of “COMMER- 


CIAL” Annular Ball Bearings is Hardware—Pole Line Ma- 
due to two outstanding aaa terial—Track Bolts—Track 
low cost and exceptional value. The nad : 

famous three-point contact design permits the Tools—Car Forgings. 


use of a large number of balls. | GALVANIZED or PLAIN 


)) Commercial © eve 


i > b log, 
Discount Sheets and Samples. OLIVER IRON AND STEEL CORP. 


THE SCHATZ MANUFACTURING COMPANY Pittsburgh, Pa. 


ore New York N ah Vf 
“YANKEE” VISES are DIFFERENT 


Designed for Tool and Pattern Makers and Other High Class Mechanics 


Outside accurately machined. 


Swivel Base Quickly Removed 












































QUICK 
and ACCURATE 


Adjust the work to 
the Vise, turn a set 
screw—remove from swivel base and the Vise 
takes the place of a jig, allowing the work to 
pass thru the machine operations and return 
to swivel base on work bench for finishing, 
without change. This appeals to all who use 
and appreciate high grade tools. All jobbers can supply. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia, Pa. 
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“The Toots in Lhe Pri Boar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


MACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 
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SCYTHES and AXES 


Scythes since 1812. Axes since 1880. 


RIXFORD MFG. CO. 








East Highgate, Vt. 
Plain or enameled in 








Wright’s Jennings Auger & Car Bits 
High Grade 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 


STRATTO r= 
HANDLES 


For Small Tools, Utensils, Electrical Geods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 

















DROP FORGED 
WRENCHES 


Designed and proportioned to give stiff- 

ness and tensile strength. Made accurately 
and uniform in machining and finish. Send for 
Catalog B-23. 


ARMSTRONG BROS. TOOL CO. 






$14 N. Francisco Ave., 


Chicago, Ill., U. S. A. 














229 High Street 


Makers of Every Kind 
of Screw, Nut and Bolt 


The Corbin Screw Corporation 
The American Hardware Corporation, Successor 


New Britain, Conn. 


Western Factory: Dayton, Ohio 














Waste — Mops — Wicking 
Cleaning Cloths 


Caulking Cotten—Chemical Cotton 
tton Clotheslines 
Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Mass. t. 8. A. 


New York Offiee - - = = = = = = = = 350 Broadway 
188 West Madison &St. 














Robertson “Horseshoe Magnet” Hammers 


Permanent magnet which holds 
ing tack in position for driv- 
Awarded the Silver Medal 
the a offered) at the Panama-Pacific Exposition. 
o rofi 
» Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











CATALOG of TOOLS 


and Supplies for Stone Working 


Free on request, send for it today 


TROW & HOLDEN CO. 


Barre, Vermont 











SAMSON CORDAGE WORKS 


MANUFACTURERS OF A SASH CORD, CLOTHES 
BRAIDED CORDAGE ¢ = 


32 LINES, SMALL LINES 
AND COTTON TWINES ETC. S07 UR CAALOG 
BOSTON 




















Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. Bridgeport, Conn. 








MASS. 
PADLOCKS 


A Popular Priced Line. 
Write for Catalog and Prices. 


REESE PADLOCK CO., Lancaster, Penna. 








ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 
ENERGY oe co. 








Confidence in Lifampion, Brand 


Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 


Consolidated Electric 
Lamp Co. 





DanVers, Mass. 


“Licensed under the General Bilectric 
Company’s Incandescent Lamp Patents.”’ 




















J. L. THOMSON MEG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 











BROWN @© SHARPE 
TOOLS 
‘iade Best 

Ort yum Grelanla) aac slat jilealee 


gon request 


ele oe. Ce en OP Be; © 


TRADE MARK 


BROWN & SHARPE MEG. CO. Pro 
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WINTER BROS. CO. Wrentham Mass. 
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Duck. Brand 
SCREW PLATES 
















_ ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point or depth of socket 
for the wrench. All sizes in stock from % to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. i3insHatp Most: 





Osborne High Grade Punches 


STStietese- 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
aoe ga Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ools. 

The above tools will please your customers, 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 


We stand back of every tool we make. Try us. 
Write for Catalog 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


as well as »sur 





















The imposing, nation-wide list of jobbers handling A-P 
lines is staunch proof of the fact that Allith-Prouty leads 
in Garage Door Hardware, Door Hangers, Overhead Car- 
riers, Fire Door Hardware; Rolling Ladders, Spring 
Hinges. 


Keep an A-P catalog handy. It will help close many 


money-making hardware jobs. Write for your copy 
today and name of nearest A-P jobber. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 








— 








Get this 















Monarch control-lock for out- 
swinging Casement windows. 
Positive locking—no gears—keys 
or latches. 


Monarch Automatic Stay for in 
or outswinging windows. 





Proposition 


For Building 
Hardware Merchants 


=~ 





Monarch casement hardware 
is designed and manufactured 
tomeet themostexactingneeds. 


Our profit making proposition offers 
the live Building Hardware Merchant 


an unusualopportunity. Write for 
the details. 
Monarch Casement Check for én Monarch Metal Products Co, 
or outswinging hinged openings. 4960 Penrose St. St. Louis Mo. 


Monarch Interlocking Weatherstrip ; 











em 








t Makers of the famous 





Protection 


In our ILCO No. 202 
Night Latch the Bolt 





and In- 
side Knob 
are dead- 


locked when key is turned once backwards. 
Bolt cannot be forced back or 
lock opened from inside by the 
knob. This Patented Feature 
makes many sales. Can also be 
used as ordinary night latch. 
Send for New Catalog No. 7. 


(iD INDEPENDENTIOCKCO.4D 


Fitchburg, Mass., U. 8S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Seta, Glaas 
Knob Seta, Key Blanks, Auto Switch Keys and Hardware Specialties 























Wire Products 
for every need 


Nails of all kinds, Staples, 
Cambria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 





BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 











BETHLEHEM 











FORSTNER BITS 








THE PROGRESSIVE MFG. CO. - 





One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 


The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. 


It is poner and more 
expeditious than chisel, gouge, scroll saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


TORRINGTON, CONN., U. S. A. 
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Classified Opportunities 


February 10, 1927 








Classified Advertising Rates 
Opportunity Exchange Section 
Set Solid, Minimum of 5 lines... .$3.00 


! inch 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


“er ev eeweeeneeee 


Each additional inch 


- 


Positions Wanted Advertisements 
50% off rates quoted 





Address your advertisements and replies to 





Average 10 words to a line 
Allow One Line for Keyed Address 











: 60 Hardware Age, Classified Oppor- 
Each additional line........... d ; ti tunities, 230 West 39th St. New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional line............ .80 4 insertions, 10% off; 8 insertions, 15% ee ae ee ae 


Remittance Must Accompany Order 








Forms close Ten Days previous to date of 
publication 














BUSINESS OPPORTUNITIES 


— —~ 


_ Exelusive Dealers Wanted ; 


} to handle Mitchell’s Super Razor Blades. Write today | 
for Free Samples. Auto-Strop Razors. 1l6c each. Road 
Salesmen wanted. G. C. Mitchell Co., Inc., Dept. “B,” 

Aurora, Ill. 


= = = 


= 
FIRM manufacturing chisels, bits, gimlets, etc., is 2 

anxious to increase its output. Any company 
wishing to add a line of this nature to its products would 
do well to get in touch with us at once. We are well 
established and equipped to handle work of this kind. 
) Montville Tool Co., Fiskdale, Mass. 


























POSITIONS WANTED 





q 





iS — “ow Sow 
9 
BUILDERS’ HARDWARE SALESMAN 
36 years of age, married, 15 years’ hardware experience covering 
Retail, Jobber and Selling for Manufacturer, is available for immediate 
connection with Builders’ Hardware or Building Materials Mannfac- 
turer, selling either stock or contract. Has specialized in building 
lines for past 10 years. Understands and has working knowledge of 


architects’ blue prints and specifications. Best of references. Address | 
Box H-395, care of Harpwarp Acs, New York. 














WHO NEEDS ME? 


Capable estimator builders hardware from Garage to 

Hotel work. Eight years in practise. Age 25, Protestant 

Yankee. Married. Your knowledge of my present posi- 

tion qualifies me for your requirements. Costs but two 

. Address Box H-406, care of HARDWARE AcE, New 
- York. 




















FOR LEASE—Store occupied for many years as hardware store. Suit- 
able for retail or for wholesale and retail Hardware. Located in Mohawk 
Valley town, drawing population 70,000. Bear close investigation. Ad- 
dress Box H-402, care of Harpware Ace, New York. 





FOR SAIE—Prosperous hardware and feed business in small town in 
western New York. Stock inventories $12,000. 1926 sales $59,000. Would 
sell or lease building with good living rooms on second floor. Address Box 
H-422, care of HArpware Ace, New York. 





MUST SELL old established hardware ane poe store in Richmond 
Hill, Long Island, at inventory. Write Box H-409, care of Harpware 


Ace, New York. 





FOR SALE—Profitable Hardware business; will invoice at $8,000.00. 
Will sell or rent store building. Stock of implements, $1,500.00, will sell 
with or without. WESTRUM BROS., Raleigh, N. D. 





WISH TO BUY HARDWARE STORE in Metropolitan New York 
District. $5,000 to $10,000 cash. State particulars. Address Box H-424, 
care of Harpware Acer, New York. 





HELP WANTED 





SALESMEN—Manufacturer whose line is sold principally to the hard- 
ware and large industrial trade requires a salesman for two or three terri- 
tories. New Jersey, Long Island, Westchester County and western New 
York State. Prefer those acquainted in the territories mentioned. Give 
details of former experience, territory covered, age and salary expected. 
Address Box H-419, care of Harpware Ace, New York. 





REPRESENTATIVE New York Hardware, House Furnishing Jobber 
requires services of several men to cover north and south shore of Long 
Island, also State of New Jersey. Only those having previous wholesale 
selling experience need apply. Give details of former experience and terri- 
tory covered. Reference required. Address Box H-391, care of Harpware 
Ace, New York. 





SALESMAN—Old established manufacturer of complete line of builders’ 
and shelf hardware has opening for salesman to call on trade in City of 
New York and vicinity. Experienced man preferred. Address, stating 
age, previous experience and compensation wanted, Box H-408, care of 
Harpware Ace, New York. 





SALESMEN—Builders’ hardware manufacturer requires a salesman 
with experience in metropolitan area. Able to drive a car. Address Box 
H-401, care of Harpware Act, New York. 





STOVE SALESMEN WANTED by large Central Ohio manufacturer. 
Write fully, stating Ss age. and salary in first letter. 
Box H-415, care of 


Address 
ARDWARE AGE, New York. 





POSITION by man (42 years old) with twenty years’ experience in gen- 
eral hardware as traveling salesman, buyer for jobbing house and owner 
and manager of retail store. Connection with locteny selling to jobbers 
or large retail stores preferred. Services available in about thirty days. 
No. 1 references. Familiar with West Virginia territory. Address Box 
H-397, care of Harpware AGE, New York. 





MARRIED MAN, executive ability. Experienced buyer hardware and 
other merchandising lines. General knowledge farm tools and machinery. 
Attorney. Want to connect with going concern doing volume business. 
Specially fitted for branch manager, department manager, buyer, position 
of responsibility, where character, integrity, attention and wide acquaint- 
ance count. Address Box H-423, care of HArpware AGE, New York. 


COMBINATION HARDWARE, cutlery, sporting goods, toy man de- 
sires position where experience, ability and hard work will count. Ex- 
perienced road or inside. Age 34, married, college graduate. References 
former employers. Now department manager. Services available on short 
notice. Prefer Middle West. Address Box H-426, care of HArpware AGE, 
New York. 

HARDWARE MAN, thirty-three years old and married, experienced in 
builders’ hardware and tools as well as general line, desires immediate 
connection with reliable firm. I am open for anything and can be avail- 
able immediately. Now located in New York State, but would consider 
any location. Address Box H-417, care of HArpware AGE, New York. 


HARDWARE SALESMAN, 39 years of age, 20 years’ hardware ex- 
perience with small jobbing house as warehouse foreman and shipping de- 
partment, handling lines of shelf and heavy hardware. At present em- 
ployed, but seek new location. Prefer Pacific Northwest territory. Address 
Box H-421, care of HArpWARE AGE, New York. 














_ TWELVE years’ experience in the hardware, tinware and housefurnish- 
ing lines, now employed, age thirty-three, married. Excellent road record 
which will stand strictest investigation; available for either factory or 
iobbing connection in Philadelphia territory. Address Box H-400, care of 
Harpware Act, New Yo 





HIGH GRADE experienced gunsmith now employed in well known gun 
factory in Germany desires position with American firm who wants an A-! 
reliable workman thoroughly competent to do all kinds of repairing in the 
most satisfactory manner. Address P. O. Box No. 468, Milford, Delaware. 








BUILDERS’ HARDWARE SALESMAN. thoroughly competent, fa- 
miliar with architects’ plans and specifications and estimating on same, in 
a position to control desirable orders for the best class of buildings in 
New York City. Address Box H-425, care of Harpware Acre, New York. 





POSITION WANTED as buyer in a large wholesale hardware concern. 
Five years’ experience. Or traveling position with a manufacturer mak- 
ing hardware specialties. Address Box H-412, care of Harpware AGE, 

ew York. 





SALESMAN, well known in the trade as salesman, executive, corre- 
spondent, etc., is open to good proposition. Could open New York office 


for exclusive services of one manufacturer, if wanted. Address Box 
H-411, care of Harpware Ace, New York. 
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SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 








? YES! WE HAVE NO APOLOGIES 


We are proud of the results secured for manufacturers 
we serve as New England sales representatives. ‘They 
have all enjoyed worthwhile New England sales increases 
thru us in 1926. Naturally we are going to serve each of 
them again in 1927 with the same hearty effort. 

At the same time, we can absorb another manufacturer’s 
line successfully—for the hardware manufacturer as well 
as ourselves. If you are interested in more sales from 
the New England hardware jobbers and dealers and an 
adequate force of men who cover both of these trades 
constantly, write to 


EAMES CORPORATION 


10 High Street, Boston 
) | 








SALESMEN calling on retail hardware trade to carry side line of 
Turnbuckles, Screen Door Braces, Eyebolts, etc. An opportunity to de- 
velop a good account that will pay well. Give complete information as to 
natener nang — covered, experience, etc. THE H. M. HARPER CO., 

vanston 





YOU SALESMEN who sell to dealers! We have a line of about 25 fast 
sellers representing a very large market for such goods. Hardware dealers 
everywhere buy in large quantities. An unsurpassed side-line. Give ref- 
erences. Write ane details today. Address Box H-416, care of Harpware 
AcE, New York 








WANTED—Live representation in Detroit and surrounding territory 
by large Eastern manufacturer selling to hardware accounts and factories 
direct. Line is nationally known. Commission basis. Address Box H-399, 
care of HARDWARE AGE, New York. 








MANUFACTURER’S agent to sell Window Glass to jobbers and large 
retailers outside Metropolitan District. Those with established following 
who can show results preferred. State references and territory covered. 


GLOBE CO., 690 De Kalb Ave., Brooklyn, 








SALESMAN with college engineering education, acquainted with the 
Jobbing and Retail Hardware Trade in the Philadelphia territory, and who 
has his own office and display room, would like to hear from some good 
manufacturer who is looking for a progressive man to look after his in- 
terests in this territory. J. HAROLD WAY, 2052 Ludlow Street, Phila- 
delphia, Pa. 





MANUFACTURERS’ AGENTS, calling on Hardware, Sporting Goods, 
Electrical and Housefurnishing Trade, for direct shipment in Virginia and 
— Carolina (no conflicting accounts accepted). J. M. MOON & CO., 

Box 867, Richmond, Va. 











Let US Help You Word Your “Want.” 





LIVE REPRESENTATIVES in all important cities to sell our high 
grade scissor line on a commission basis. Give references and particulars 
as to territory covered and lines carried. Address Box H-420, care of 
HARDWARE AGE, New York. 





SPORTING GOODS SALESMAN—Carry line footballs, basketballs, 
etc. Also archery to toy and sporting goods trade as side line, all terri- 
tories, strictly commission. GENERAL SPORTCRAFT CO., LTD., 225 
Fifth Ave., New York City. 











WANTED—Live representation in Chicago and Wisconsin territory by 
large Eastern manufacturer selling to hardware accounts and factories 
direct. Line is nationally known. Commission basis. Address Box H-398, 
care of HarpwareE AGE, New York. 





SALESMEN calling on retail hardware dealers to sell three good staple 
items on commission basis. BOUQUET-BROWNSON CO., St. Paul, 
Minn. 





Braye) for aate full name 


Russell Jennings 


stamped on the round of our 


Auger Bits 


Ba ieee . 4 
[he original doubie twist auger bit, patented by 


Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 
Chester, Conn. 





CAPITOL eeocncsacrine 


The handiest of all lawn 
tools. Makes a lawn look 
neat, well cared for. 

It’s easy to trim and edge 
with the Capitol. 

That’s why the demand has 
increased from year to year. 


Granite State 
Mowing? Machine Company 


HINSDALE, N. H 








business. 


AGE is giving its readers. 


to increasing your profits. 


Are You Selling Your Share of Toys? 


When a dealer can sell more than $500.00 worth of Electrical Toys in a year and 
$9,500.00 worth of other toys, it demonstrates that there’s real money in the toy 


The story of this dealer’s success is typical of the practical help which HARDWARE 


A regular reading of the editorial and advertising pages of HARDWARE AGE will 
give you a background of selling knowledge which will contribute substantially 


Hardware Age, 239 West 39th Street, New York City 




















February 10, 1927 












































92 HARDWARE AGE 
THB ADVERTISERS INDEX is vublished as & convenience and not as a part of the advertising contract. Dyvery care will be taken to index correstly. 
No allowance will be made for errors or failure to insert. 
A Granite State Mowing Machine Co........ 91 oO 
ey CO TE cnc bow bvie ceescews 78 
Advance Mfg. Co... .......---- 0+ seeeeeees 79 TN ke eee ere 3 Oliver Iron & Steel Co................... 87 
Allen Mfg. Co... ...........0000eeeeeeees 89 SL a Pe nL eee ee 81 NE 2 reer ree 89 
EG. g cncdosc sens cctece tees 89 
American Hammer Corp...............-.- 84 
Reis TE Gls ccccowcecccss coecsees 75 Hy » 
American Saw & Mfg. Co...............- 88 
American Screw Co...........-.--------- ee Se RAREST ARS eet tet en oe 79 
American Steel & Wire Co............... 66 I en  cecesewess 24 Perfection Stove Co., Inc................. 65 
American Stove Co.............------+-> 19-20 I i cuca cis eu cbanceben 21 ES 28 
American Telephone & Telegraph Co..... 29 ee, ee ee en. . iccccvcewauese 24 epee TI Qiks oo cc kkk ccccuvccsses 89 
American Window Glass Co.............. 80 Hubbell, Inc., Harvey.................... 88 Pyrex Sales Division..................... 27 
Qs ncn e ceased ktneswetwe 73 a eer ee 77 
Armstrong Bros. Tool Co...............-. 88 CE ee ee 16, 18 
rr i Pe Ue, ec ek netwe sewer eu 34 
I Ee i et bweis 77 be 
I ES Fins cvccvcceswocsstcnseve 88 
5 Remington Arms Co., Ine................ 94 
Independent Lock Co.................... 89 Richards-Wilcox Mfg. Co................. 67 
Babcock Co., The W. W................-. 83 Indiana Steel & Wire Co................. 7 Se SY Sivccocecccscccoeesicsey OH 
Beh & Co., Inc........ i Re Ea et: 78 International Silver Co................... 2 ey Ss, TN Gc owe cevc ccecvecsccces 82 
Bethlehem Steel Co...................0-- 89 Rixford Mfg. i cebegnendedscaneeteonees 88 
EC Gn ooo ovis ocevdvcseses 82 Robertson, Arthur R.................... 88 
Brown & Sharpe Mfg. Co................ 88 J ee Ee GI, Wikis ooo cv ccccccvccseces 84 
Buffalo Wire Works Co., Inc........... ~. 
RE iti vnsiecevesecsindevsincdl 22-23 Jennings Mfg. Co., Russell............... 91 
Johnson Arms & Cycle Wks., Iver........ 79 ~ 
Cc Samson Cordage Wks..................-.. 88 
K BOTS EAvEE BG Teed Gos... cccccccccccece 93 
ee n,n cence dee so bes ees ee6eur 78 OE SE SEE ee eae ae 87 
Te cae ecvdteesseeeees 77 Keil & Son, Inc., Francis................ 82 ee eee ee 86 
EE SE 6 ences bd ceeesaeer nue 73 SE, Cn ccccatnesnscdeadcaseas 79 Simonds Saw & Steel Co................. 8 
i eee eeeeteecebunen es 77 Kilborn & Bishop Co., The............... 84 ll eS een aterm 6 
Connecticut Valley Mfg. Co.............. 88 Stevens Arms Co., J........ susescnecdoes 13 
Consolidated Electric Lamp Co........... 88 Stevens Walden-Worcester, Inc........... 85 
Corbin Screw Corp............-.--+++0+:. 88 L Mn wad etunsekentdhsseinws 88 
eC Gn  , cnkindd cbs cb ceeeetee ne 24 
i Tn ccnp secu ebsbtenseewneosux 87 
Ludlow-Saylor Wire Co.................. 75 
n T 
Davis Tool & Engineering Co............. 81 M Thomson Mfg. Co., Judson L............. 88 
De Laval Separator Co.................. 33 Timken Roller Bearing Co................ $1 
ee Be, SG, Wleccccvccccvcveses 86 ee ee, Goes wedeenubeosuee 36 Trow & Holden Co................+.000% 88 
CT. ccchwoesceedesenecees 80 Sy GE GE , oo cce ccacoeenccus 86 
DuPont de Nemours & Co., E. I.......... 17 Mn. ct esibekbabeneeey 88 
Meiselbach Mfg. Co., Inc., A. F.......... 14-15 Vv 
EE I oan ous penakebanens seed 24 
E Monarch Metal Products Co.......... ave i ii ne ae ee ene cals 86 
cn cottedonaoneicls 85 | Myers & Brother Co., F. E.............. 84 
eer er rr 88 Ww 
F os CE GL. pe cnsesccccseuseveteessces 4 
Ce... ccuueed checevben 69 Wausau Abrasives Co.................0: 1 
Fisher, Bruce & Co.................5.05: 5 I ins oc ccdsbbevensedu ws 71 EE Gadd 5 46 Ko6U ERs ved odecee< 12 
National Sign Stencil Co................. 78 I DW Ms Tas on ne cectecccetooce 4 
G New Jersey Wire Cloth Co............... 11 Winchester Repeating Arms Co........... 25 
Niagara Metal Stamping Corp........... 84 Winslow Skate Mfg. Co., Samuel......... 16 
Gilbert & Bennett Mfg. Co............... 85 SC Cs ok ea egetedseonsce 87 EN CI. cng awecnceensecebesee 89 
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Sands “factory-built-in accuracy” means in levels 
What “GM” means in automobiles 
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: 
A 


Every Sands Wood Level 
is made of selected 
California Sugar Pine— 
every piece is_ sorted, 
inspected — giving the 
perfect base for the ac- 
curacy of operations to 
follow. 


Operations follow rapidly. 
It is important to get on 
a thorough coat of paint 
within 5 hours. This is 
done to preserve the wood 
and prevent warping 
through moisture accumu- 
lation. All Sands Levels 


are brought to a test of 
within 12% moisture proof. 


3d 


To produce the highest degree 
of accuracy, a level should be 
ground Senty concave to 
prevent “belly” 

will not exceed 2 or 3/1000ths. 





In 1910, at least 
75% of all levels 
were the adjust- 





able type. 










In 1926, 75% of 
all levels de- 
manded are 
Sands Type of 
factory - built - in 
accuracy ‘“‘Solid- 
Set”’ Levels. 











forming. This 


a 


Sands proves the vials to the 

level by the Rocking Test. The 

level must rock from O° to 35° 

before the bubble in the vials 

will move from between the 

graduation marks. Try it on all 
levels. 


No man questions these days what Gen- 
eral Motors means. Sales tell that. The 
public has a confidence in the engineer- 
ing, body-building, financial resources 
of this great organization. It buys 


"GM.”’ 


Yet we are as proud of our level making 
ability as “SGM.” Sands has set the 
standard. As every big buyer knows, 
there are sound reasons for the develop- 
ment of Sands sales, which starts with 
the specially chosen wood we use and 
goes on thru a perfect gamut of opera- 
tions for “factory-built-in accuracy.” 


A few of the fundamental things about a 
Sands level are given herewith. It is 
hard to picture technical operations in a 
single manner. We do invite you to 
visit Detroit and visit our great plant, 
and see what “factory-built-in accuracy” 
means. It is not a catch word and you 
can’t buy it everywhere. 


Sands Level & Tool Co. 
8629-37 Gratiot Ave., Detroit, Mich. 


Sands sole distributors of Stevens 
Line Levels 








Sands Levels, Plumbs & Toals 


Sands Levels Tell the Truth. 
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INCREASE YOUR BUTCHER KNIFE SALES 
WITH THIS NEW LINE OF REMINGTONS 


‘Toe popularity of Remington Pocket Knives and Sheath knives—the largest 
selling lines in the country—brought an insistent demand for butcher 
knives of the same fine, Remington quality. Remington has not only 
met that popular demand but has designed a display stand for the new 
line of Butcher, Sticking, and Skinning Knives that is in keeping 
with their high quality. It is a merchandising aid that will increase 
the sales of this class of knives for every dealer. 


The blades in Remington Butcher, Sticking, and Skinning 
Knives are made from special, high-grade crucible steel, de- 

veloped by Remington metallurgists to stand up under S 
the hard use such knives get. Each blade is beautifully 


Here is a list of the knives contained in 
Remington Butcher Knife Assortment 
















finished,swaged, correctly shaped, scientifically ground, No. 5827: 

uniformly hardened and tempered. Each blade : 

is sharp, and has a strong, durable edge. The 14 dozen No. 4106—6" Butcher Knives( Regular Point) 
handles are made in one piece from selected, 14 dozen No. 4306—6" Butcher Knives (Clip Point) 
highly finished walnut, mounted securely to 14 dozen No. 4116—6"_ Sticking Knives 

the tangs with three large, brass rivets. con ¥ dozen No. 4126-6" Skinning Knives 

The construction of the Remington OA? 14 dozen No. 41C7—7" Butcher Knives (Regular Point) 
patented display stand will appeal to on” 14 dozen No. 4307—7"_ Butcher Knives (Clip Point) 

every dealer who believes in “Dis- eg Le 14 dozen No. 41C8—8" Butcher Knives (Regular Point) 

play "Em ToSell’Em”. It enables e 3 14 dozen No. 4308—8" Butcher Knives (Clip Point ) 

the merchant to feature a Cue j 14 dbzen No. 4109—9" Butcher Knives ( Regular Point ) 

plete line of eleven knives on oy 1g dozen No. 41010—10" Butcher Knives (Regular Point) 

the counter,showcase,table, 


or inthe window. Knives 
are sold from the stand 
and replaced from 


the shelf stock. 


4-5/6 Dozen Total of 58 Knives 1 Only RD11 Display and 
Sales Stand Furnished FREE with each No. 5827 assortment. 


Remington RD11 Butcher Knife Display and Sales Stand, ma- 
hogany finish, holding eleven knives from 6" to 10", by itself, list 
price $6.00 each. 


Place your order now with your jobber’s salesman for this correctly 
balanced assortment and get one of these sales-building display stands 
free. Increase your butcher knife sales by featuring the advertised line 
your customers will be looking for displayed in the stand that will show 
them what they want at a glance. 





REMINGTON ARMS COMPANY, INC. 
25 Broadway _ Established 1816 | New York City 


Kemin gion, 






No. 4106 
Remington Butcher Knife 
(Regular Point —6 in. blade) 





© 1927,R. A. Co. 
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“Any man who doe 
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sn’t handle G-E 
‘leaners is losine mone, 


So writes a dealer who has reaped 


generous profits’ from selling this 
new cleaner. 


He found, as you will find, that the 
well known G-E monogram—the 
public’s confidence in a General 
Electric guarantee—the low price, 
high quality and attractive appear- 
ance of the product itself—all com- 
bine to make the G-E Cleaner ideal 
for the average dealer. 


Write us for address of the nearest 
distributor and ask him to ship you 
one ortwo. Youwill soon order more. 


The G-E Cleaner is 
Tested and Approved by 
Good Housekeering Institute 


3A 00 


(East of the Rockies) 
Including 
attachments and 
Merchandise Department 
General Electric Company 
Bridgeport, Connecticut 





cloth holder. 





| 


















STANDARD CPERFLEXS 
ww SS 
a? a wal 
JUNIOR $12.50 


This Cone Speaker is the Famous 
Leader of the Famous Utah Line 


UTAH RADIO PRODUCTS CO., 1421 S. MICHIGAN AVENUE, CHICAGO 


THE FAMOUS 17'2 INCH UTAH CONE SPEAKER, $16.00 


Each One Suaranteea - 





























Sell portable light and power 
for home use—Sell Reelites! 


When a woman has to poke people up, to be cut and worn 
around the dark corners of by heavy wheels and heels. 
basements and attics, when her Originally sold only for in- 


husband in the garage has to dustrial uses, the popularity of 


tighten up spring- shackles or Reelite has spread and spread 
fill those hidden, under-body until home users are now a 


9 . 
grease cups, there’s nothing profitable and enthusiastic part 


quite so welcome as Reelite to of the market. 





bring light right to the job. 


Get your share of this busi- One stand, with pass-out 
, ; literature, furnished with 
Reelite pays out and re- ness. A very small invest- your first order for six. 


trieves its cord as meeded. ment will do it. Write for f . : 


There’s never any slack to particulars or ask your job- 








knock things over, to trip ber. 


APPLETON ELECTRIC COMPANY 
1740 Wellington Avenue ~ Chicago, U. S. A. 


. 
2 





New York—150 Varick Street Los Angeles— 340 Azusa Street 
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The Handy Light on a Reel & 
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Electrical Goods Section 3 





























ATWATER KENT 
RADIO 











It isn’t even sprinkled 


HERE ARE 6,000,000 radio receivers in 
American homes—and more than 1,000,000 
of them are Atwater Kent Receivers. 


Sounds like a lot? It is. 


But put it the other way: There are 
27,000,000 homes—and 21,000,000 of them 
—three out of four—have no radio! 


Who can talk of a saturated market when— 


63 per cent of homes have automobiles 
42 per cent have phonographs 

65 per cent have telephones 

55 per cent have electricity 

22 per cent have radio 


ONLY 22 per cent have what everybody wants 
—radio! And a very large number of the sets 
now in use are relics of the past—home-made or 
otherwise obsolete—and will have to be replaced. 


‘The market saturated? It isn’t even sprinkled! 
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We doubled our sales in 1925. Thanks to the Een 


enthusiastic cooperation of our dealers and the 
advent of the Atwater Kent One Dial Receiver, 
we doubled them again in 1926. 

For 1927—who in your town have Radio 
and who haven’t? And who among the present 
owners are ready for better sets—the irresistible 
Atwater Kent One Dial Receivers which no 
one can try without wanting! 


Write for illustrated booklet telling the 
complete story of Atwater Kent Radio 


ATWATER KENT MFG. CO. 
A. Atwater Kent, President 


4736 WissAHICKON AVENUE 
PHILADELPHIA, Pa. 










MODEL 35, illustrated, 6-tube 
One Dial Receiver, less tubes and 
batteries, but with battery 
cable attached, $70. Speaker, 
Model H, $21. 


Prices slightly higher from the 
Rockies west, and in Canada 
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STEWARI-WARNER 





Our Protective Policy 
is Making Money for 
Thousands of Dealers 


It Will Interest You 





This beautiful walnut console is 
a recent addition to the Stewart- 
Warner line. One dial, six tubes. 


The Stewart-Warner Protective Policy 


Stewart-Warner Blue Ribbon Dealers are selected and served by our exclusive 
distributors, the Stewart-Warner Wholesale Radio Distributors. 


As each distributor has a definite territory, he can give his dealers unusual pro- 
tection. Prices are maintained, and a Stewart-Warner Dealer doesn’t walk around 
the corner to find his prospects being sold by another Stewart-Wamer Dealer. 
He is given the opportunity to carry on a real business in his immediate neighbor- 
hood—an opportunity to make money. The success of our Dealers is our success. 


A Complete Line 


With a complete line ranging from the popular-priced table models to the 
handsomely designed consoles, Stewart-Warner Blue Ribbon Dealers are en- 
abled to sell all prospects who wish to purchase a quality receiver made by a 
well-known manufacturer. 


Distributors’ Service to Dealers 


As Stewart-Wamer Wholesale Distributors are handling Stewart-Warner ex- 
clusively and are not interested in other radio lines, Stewart-Warner Dealers 
receive a maximum amount of service. Every Distributor has a trained technical 
man whose services are at the disposal of our dealers. 


National, Year-Round Advertising 


Throughout the year, Stewart-Warner Matched-Unit Radio is kept before the 
public eye. Magazines, outdoor painted billboards, posters, newspapers and 
broadcast advertising will all be made use of during 1927. 


STEWART-WARNER SPEEDOMETER CORPORATION 
1826: DIVERSEY PARKWAY, CHICAGO, U.S. A. 
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GUTH 


Designed and made 
by the Inventors of 


BRASCOLITE 








LITE 


iieeteh 2tat: 
Ceiling 
Gittreabiat tates a 


More Light Where Most Needed 


GuthLite represents the first big ad- 
vance in years in commercial illumi- 
nation. A super-illuminator in which 
diffused light is controlled, giving 
more light where most needed. 


Adjustable reflector controls the direc- 
tion of light vertically and horizon- 
tally, also the volume of light for 
ceiling illumination. 


Totally enclosed. Wide light distribu- 


tion. Uniform intensity. Low bright- 
ness at the source. Quick, easy 
removal of the globe for cleaning and 
relamping. 

Beauty of design is here combined with 
remarkable efficiency. Proclaimed 
the greatestinvention since Brascolite. 


Plain and decorative types, priced 
Surprisingly low. Write for Exclusive 
Sales Proposition and literature. 


The New and Improved AGLITE ‘Porcelain Enameled Unit 


The symmetry, compact- 
ness and permanence of the 
new, improved Aglite have 
made it the most widely 
used illuminator of its type. 


Always clean. Always like 
new. Three coats of per- 
manent porcelain enamel 
fused on at 1,600 degrees. 
Will not discolor, rust or 


Brascolite 


DESIGNERS 





She Fi DWIN EF. Gur COMPANY 


” ENGINEERS - MANUFACTURERS 


tarnish. Standard colors: 
white or ivory. 


Now made with porcelain 
tassel pull chain. Conven- 
ience outlet for attaching 
electrical appliances, if de- 
sired. Saves cost of wiring 
for separate wall or base- 
board outlet. Write for lit- 
erature and new low prices. 


Aglite 
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HAZELTINE CORPORATION 


NEUTRODYNE 


—the name that’s famous everywhere—the principle of 
successful home radio—upheld by the courts 


The basis of dealer success 


FAMOUS 


Millions of dollars have been spent during the past four years in advertising 
Neutrodyne not only in America, but throughout the world. It is probably 
the most famous and valuable trade name in radio today. And that value is 
stable, permanent. For Neutrodyne is a trade-mark registered in the United 
States Patent Office, and similarly protected in other countries. No one may 
use it except those authorized by its owner, the Hazeltine Corporation, and 
its exclusive licensee, the Independent Radio Manufacturers, Incorporated. 
The protection of this most valuable name is the protection of every dealer 


in Neutrodyne receivers. 
PRINCIPLE 


But Neutrodyne as a trade-mark has come to mean more than a trade name 
—it is a principle. It is the principle that has given the name a value tremen- 
dously greater than the total amount spent in advertising it. For the public 
demands not only nationally advertised goods, but good goods. And because 
Neutrodyne radio receivers are products of outstanding merit, they have created, 
and are creating today, many retail fortunes. 


UPHELD 


Neutrodyne’s legal position has been upheld by the United States Courts. 

Here, in substance, are the outstanding facts about Neutrodyne performance 

as found by the courts: 

NEUTRODYNE was the first receiver to take the squeals and howls out of radio. 

NEUTRODYNE was the first receiver that “was not a nuisance in the neighbor- 
hood.” 


NEUTRODYNE was the first receiver to give simple tuning to radio. 
NEUTRODYNE was the first receiver to permit ee 
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NEUTRODYNE was the first receiver to bring each |& S 
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Ask yourself if you can afford to do business LY” _ornen vatewrs penpine 
in radio without N eutrodyne. against rato gat emery liability 


The following fourteen manufacturers are the only ones licensed to make Neutrodyne receivers and 

the protection of distributors and dealers against patent infringement liability, maintained by the 

Hazeltine Corporation and Independent Radio Manufacturers, Incorporated, applies to none other 
than Neutrodyne receivers: 


THE AMRAD CORPORATION GAROD CORPORATION STROMBERG-CARLSON TELEPHONE 
Medford Hillside, Mass. Belleville, N. J. MANUFACTURING COMPANY 
F. A. D. ANDREA, Inc. GILFILLAN RADIO CORPORATION Rochester, N. Y. 
ew York City Los Angeles, Cal. E. THOMPSON MANUFACTURING Co. 
CARLOYD ELECTRIC & RADIO COMPANY HOWARD RADIO COMPANY, Inc. ies — peal City, N 
Newark, N. J. Chicago, Ill. 
EAGLE RADIO CO. KING-HINNERS RADIO COMPANY, inc. WARE RADIO CORPORATION 
Newark, N. J. Buffalo, N. Y New York City 
FREED-EISEMANN RADIO CORPORATION WM. MURDOCK Co. THE WORK-RITE MANUFACTURING CO. 
Brooklyn, N. Y. Chelsea, Mass. Cleveland, Ohio 
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INDEPENDENT RADIO MANUFACTURERS, INCORPORATED 


(Sole owner of ““Neutrodyne”’ patents and trade-marks) (Exclusive licensee of Hazeltine Corporation) 




















Profit Tips for 


During March the leading manufacturers are all adver- 
tising Toasters; and during April, Percolators. This massed 
advertising will have a powerful effect on the public. 


Here are TWO of SEVEN Hotpoint advertisements in 
these two months. 
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Use a Hotpoint electric percolator 


make coffee right al the lable 
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The Saturday Evening Post, March 5th (colors). Ladies’ Home Journal, April. Hotpoint Percolators 
Hotpoint Toasters are also featured in Ladies’ are also advertised in April Good Housekeeping 
Home Journal, March, Good Housekeeping, and The Saturday Evening Post, April 2nd. 


March, and Sunset (April), out March 15. 


Hotpoiml Sells Faster 


OTPOINT is doing more advertising to help YOU sell, than any other appliance 
manufacturer. Dealers selling Hotpoint appliances are selling more merchandise 

per dealer than others. Because Hotpoint appliances are easier to sell. Over twenty 
years of consistent advertising and an equally long reputation for highest quality and | 
service has made Hotpoint the popular choice. Tie to Hotpoint and make more sales. 


oS AROMAT Ge 2 


8 


ARG isciiae Ho TE 











ibs 
2g 
ei 
ay 

oa 





SO PAE ah. es ee 
m ae * hs ad oh a 


ee ea cel 


PS he ele 
: har: Hisahinsese: 5 

















March is the month to feature Toasters. There are 
Hotpoint Toast-Over Toasters from $6 to $8—un- 
beatable values. Send for attractive one-column 
newspaper advertisements, etc. Tie up in your local 
newspapers and by window displays. 


~ March and April 
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During April your cue is to feature Percolators. 
There are Hotpoint Models from $9 to $36.50. No 
others make coffee by Hotpoint’s exclusive “Hot 
Drip” method. No others have Hotpoint’s advan- 
tages and talking points. Send for newspaper cuts, etc. 


TURNOVER | 


Makes Largest Profits 


OU are in business to make money. 

You can make most money by selling 
the most popular line. More Hotpoint 
appliances are sold every day than any 
other make. Dealer sales PROVE that 
Hotpoint appliances are the fastest sellers 
and the easiest to sell. 


And remember, you earn much larger 
profits per year, for each dollar invested, 
if you make six turnovers of your stock 
instead of three. 


To make this turnover easy for you, 


there are Hotpoint distributors in every 
part of the country, ready and willing to 
give you practically over-night service. 
They relieve you of the necessity for 
carrying large stocks. Just feature Hot- 
point locally; establish YOUR store as 
the “Hotpoint Store.” Make the sales, 
take the profits—your Hotpoint Distrib- 
utor will keep you supplied with mer- 
chandise as you need it. 

Send for free newspaper cuts, window 
display material, etc., to tie up during 


March and April. 


EDISON ELECTRIC APPLIANCE CO., Inc. 
5644 West Taylor Street, Chicago 


Factories—Chicago, Illinois, and Ontario, California 
Branches and Factory Service Stations in all Principal Cities 
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Deliver Your S ervice 





as an in-butlt 
part of your 
Customers Purchase 
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HEN you sell a vacuum cleaner, t 
a washing machine, an ironer, or 
other motored appliance having a 
ball-bearing motor, you will know 
that little or no “free service” will 
follow the sale. For those tiny ball- 
bearings — if of the right type, rightly 
mounted — at once eliminate 60 to 
75% of the troubles you'll otherwise 






More “NORMA”’ Precision Ball 
Bearings are used today in 
electrical utilities than of all other 
ball bearings combined. Their 
leadership is the reward of the 
pioneers in this advance. Ask us 
to name the appliance manu- 
facturers who can provide you 
this great improvement. 


have to correct, later, at your own 
expense — troubles due directly to 
neglected oiling. And your customer 
will have a better, cleaner, more eftec- 
tive, more lasting appliance. 


NORMA-HOFFMANN BEARINGS CORPORATION 
STAMFORD,CONN. - -_ U.S.A. 


VRMA” 
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BALL BEARINGS 
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GRIEF ELIMINATED 


with the 1927 Model 
BALL BEARING 


Ce 
Master of (Teaners? 


Do not let past experience prejudice you against the vacuum 
cleaner business. Millions are being sold each year—and the 
number is increasing yearly. 

Here is a cleaner with features so new and striking that 
sales come easy, with a margin of profit so generous that 
the resale plan can be used ‘to build volume business, 
with NORMA Precision Ball Bearings which elim- 
inate all oiling and safeguard your profits against 
all servicing risks! 

Although it costs us more to add such 
extra features as a full 14 H.P. air-cooled 
motor, rear roller adjustment, and 
NORMA Ball Bearings, we supply 
you at no extra cost! 

Think of the advantage of 


































Features of 


being able to offer such a 

cleaner at no greater cost Coreen Sa 
than ordinary machines Ball Bearing 
and still have ample CADILLAC 
margin to profit- Electric 


ably employ an 
agegressivesales 
policy. 


Vacuum Cleaner 


% H.P. motor equipped 
with NORMA Precision 
Ball Bearings. No oiling 
required, 


14% inch Aluminum nozzle 
with long points which get 
under low furniture. 


Rear roller adjustment for 
raising or lowering nozzle 
for different rug nap thick- 
nesses. 


Rated highly by Good 
Housekeeping and the 
N. Y. Tribune Institutes, 
Modern Priscilla. Recom- 
Send for a sample Ball mended by Mrs. Jean Pres- 


. . cott Adams. Approved by 
Bearing CADILLAC and Underwriters’ Laboratories. 











for our sales plans which (Gjuaranteed for two vears. 
build volume business 
quickly! 


Free Set of 
Attachments 





CLEMENTS MANUFACTURING CO. 


607 Fulton Street CHICAGO, ILLINOIS 


Manufactured in Canada by Clements Manufacturing Company, Limited, 
72 Duchess St., Toronto, Ont. 


New York Distributor: Pacific Coast Distributors: Export Department 
H. M. Walter, 70 Fifth Ave., F. E. Spencer, 929 W. 8th St., Los Angeles, Calif. 149 Broadway, 
New York City Ray Bentley, 219 Worcester Bidg., Portland, Oregon New York City 
Electrical Goods Section ll 
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ig Selling Days 
are Ahead. 


With social activities at low ebb and the need for household sewing and Spring 
clothes for herself and family at its peak—the housewife can easily be sold one 
of these Hamilton Beach Home Motors. 


At a cost of $18.50 it makes an electric of her sewing machine. Statistics show 
that only 3.5 per cent of the homes now have electric motor sewing machines. 
Think of this tremendous potential market. 


EVERY REQUIREMENT 
for PROFIT 


The Hamilton Beach Home Motor and other 18 numbers in the line offer every essen- 
tial for profit. There is a ready market. Every number is built to the highest quality 


standard. 


National advertising reaches 34 million homes regularly. We also furnish every prac- 
tical selling help. The margin of profit is extremely liberal. 


It will pay you to become a 
Full Line Dealer. If you’re 
selling only a few numbers, 
ask your Jobber for infor- 
mation and prices on this 
profitable Quality Line. Act 
Now and be ready for this 
peak selling season. 
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Hamilton Beach Products 
are only sold through legiti- 
mate jobbers. Order from 
the one nearest you. If 
you don’t know who he is, 
write us for his name and 
full particulars about this 
profit line. 


Hamilton Beach Mfg. Co. 
RACINE, WIS. 
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WILY 
An all-servic 
lowest first c 


e4 WII 


J UST what the American 
housewife has been wait- 
ing for, WILWEAR engi- 
neers have perfected —a 
complete range, durable 
and dependable, which 
gives all the advantages of 
cooking electrically at an 
average of 


1/3 Usual First Cost 

1/2 Usual Current Con- 
sumption and NO 
Special Wiring Re- 


quired —~— 


Simply plugs into ordinary 
baseboard outlet. 


ROASTS 
TOASTS 
BROITLS 


Ideal for small families, apart- 
ments, summer bungalows and 
as an auxiliary cooking plant 
for large families, schools, hos- 
pitals, hotels, etc. 


OVEN 


Heavily insulated, rust-proof, 
easy to clean, with removable 
side-racks. Pan capacity 8% lb. 
roast. Perfect heat distribution. 













ECTRIC 


best quality at 
onsumption 
oduct 


URTHER, the 
WILWEAR Range is 
made in three units— 
oven, stove and _ base, 
which may be sold sepa- 
rately to suit the require- 
ments of your customers. 


List Price, Com- 


plete $49.50 
Oven $29.50 
Stove $16.50 


Oven and Base. $33.00 


Write for circular and 
special dealer proposition. 


WILWEAR 





IT ROASTS— 
IT ‘TOASTS—IT BROILS 


STOVE 


Of pearl gray, porcelain enamel, 
two heating units, full control 
switch. Removable rust-proof 
broiler unit. 


BASE 


Of heavy steel, black japanned 
finish. Height of range com- 
plete—36”. 





WILWEAR PRODUCTS 


RISDON MANUFACTURING CO., WATERBURY, CONN. 
EU LE LOS ELLE ET ANGRY EE EERE CI OPN 
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The New Gainaday holds more than just a lot of clothes. 
Customers satisfaction, almost complete freedom from 
serviceing expense,endless possibilities for bigger 
business and surer profits. The New 
Gainaday holds all these for the 
dealer who would build 
his business on 
a sound 
basis, 
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In This Issue— 


EDITORIALS 


37 


Where Are My Added Sales Coming From? and How? 18 


This is the second of the Guy Hubbart articles, in which he 
uses five stores in a city of 20,000 illustrating how much 
business each did on a per capita basis, which is reducing 
merchandising to a personal analysis basis. 


Convenience of Purchase Multiplies Lamp Sales 


Incandescent lamps had been on the fourth floor and they 
were moved to the pivot position of the first floor and the 
first day’s sales equaled those of the previous two weeks. 


Time to Be Looking Up Lost Radio Customers 


Arthur Sinsheimer makes some direct suggestions for a mail 
campaign to bring back those who may be buying else- 
where. He even writes a sample letter. 


ELECTRICAL GOODS IN PICTURES 
$15 for a Title for this Picture 
How Cleveland Sends the Message Home 
Electrical Women’s Round Table of New York 
An Effective Window Display 
Suggestions for Saving Space in Lighting Fixtures 


Sally’s Progress 


Mrs. Chantler’s youthful heroine becomes buyer for the 
housewares department and starts “New Kitchen for Old” 
movement, 


Men as Prospects for Electrical Heating Appliances 
A veteran merchandiser and observer of successful stores 


tells why he thinks displays should be where men can see 
and handle the appliances. 


More and Better Sales by Better Salesmen 
Here is a chance for some one to make an easy $15 and for 


several more persons to earn $2 each and at the same 
time help other sales people. 


New Goods 


Electrical News Briefs 


21 


26 


27 
28 
32 
32 
34 


22 


17 


24 


38-49 
40 











GEORGE H. GRIFFITHS, General Manager 


FRANK E. WATTS 


Manager Editor 


ARTHUR SINSHEIMER 
Radio Editor 


CLYDE JENNINGS 


Publishing Address, U.P.C. Bldg., 239 W. 39th St., New York City 





The Title Contest 


HE Title Contest, in which we 
invited readers to supply a 
suitable title for the full page 
picture printed in the first page of 
the Sepia Section of the last issue of 
ELECTRICAL GOODS, developed a wide- 
spread interest. Another invitation 
is extended in this issue to title a 
radio picture, also the winner of the 
recent contest is announced. 

We will not announce the winner 
of the new contest in the next issue 
of ELECTRICAL GooDs, but shall delay 
that announcement until the second 
issue following this one. The rea- 
son for the change is that we found 
that on closing the contest in time 
necessary to make the announcement 
of the winner in this issue, we were 
forced to make the decision while 
the replies were still coming in. 

It must be realized, of course, that 
in the western stores where several 
people in the electrical goods depart- 
ment read the same copy of ELEC- 
TRICAL GOODS, there is considerable 
delay between the time of mailing 
and the reading. This is required 
for the delivery by mail and the 
circulation within the store. So do 
not be disappointed is we do not an- 
nounce you as the winner in the next 
issue. : 

Perhaps we may be pardoned for 
suggesting to those who like the 
thrill of being a winner, that we 
have another contest—the salesman- 
ship contest. Sit down tonight and 
write your best sales stunt and win 
the $15 or some of the $2 awards 
offered under this heading. In this 
contest we will consider all replies 
up to time of going to press and 
those reaching us after that date 
will be considered the following 
month. 


vo nna 
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Hoover sales are 


dealer sales—every one! 
Hoover selling is for the 
dealer, not against him. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ontario 


















































You Can Sell Heating Appliances 
to Men by Flattery of Approach 


EN are splendid prospects for heating appliance sales—if your approach 
7 is good. First of all, if your appliance display is not in a part of the store 
I. 4 A frequented by men, by all means put a duplicate display in their path. 

Let them see, handle and talk about appliances without embarrassment. 





RA 





The three sales points for appliances are especially appealing to men when put in 
this form: 


1—His love for better food. 
2—His desire to help his wife. 
3—His love of beauty. 


Think over these as applied to the normal, two-fisted, kindly man! 


Food is always in his mind. He loves better food and is conscious of how much 
trouble this fondness for the unusual may cause at home. Show him the way to get 
what he wants, when he wants it, with the least trouble and he will surrender. 


Men also realize the burdens of home making. They know that electricity has 
done miracles in helping them with their work in office and factory and they won- 
der why it has not done the same for the busy mother and housekeeper. They are 
not entirely aware of what appliances can and will do in the home.~ Wives are not 
apt he — much along this line—it might look like they were shirking what their 
mothers did. 


Men also like to think they are contributing to the beauty of the home. The 
wife may not always agree with the taste shown, but she does not object if she is 
wise. The beauty of the appliance has a peculiar appeal to men, perhaps it is the 
bit of Indian in him—the love of bright things. Whatever it is, home beauty is a 
strong appeal. 


The sign appeal to stop the men at this display should be on the better food; 
when he stops the other two points can be driven home. The average man will 
want the heating appliance for the food and then you will supply two unselfish 
reasons for doing something he wants to do for himself. 


Some men will buy on the spot, others will go home and urge their wives to 
buy. So in order to get the best from this sales plan, the store must be available to 


women. 


This idea is not a mere theory. It has been well tested and has succeeded in a 
fair average of tests. It originated, so far as we know, with a man who has given 
his business life to the selling of better quality of dining room and kitchen appli- 
ances. He was in this trade before electric appliances came on’ the market and 
he was early to undertake their sale. 


This man has sold appliances behind the counter, sold to large stores and to small 
ones. He has seen electrical goods departments prosper and others fail. He has 
seen failures turned into successes by an idea and he has seen successes turned into 
failures when the ideas stopped. His observations are the experience of many mer- 
chants. In summing up his observations he said: 


“Once you get a man to thinking of ‘doing it electrically’ in his home, he is likely 
to go far. He likes the thrill of doing so much of his wife’s work by suggesting the 
means of doing it—he will sort of take credit for actually doing it. He progresses 
from one appliance to another. Start him buying lamps from you and he will end 
with high priced appliances if you lead him right. The clean cut mechanism of ap- 
pliances helps to lead him on. 


“Recently we exhibited a percolator with a vitrified china bowl in a show. The 
stop signs were a flashing light in the bow! and a sign regarding the ‘better coffee 
made in china.’ Seventy-five per cent of those who stopped to inquire were men. 
We talked to them and they drew the women into the conversation. We did not 
sell at the show, but our sales in the store of that community increased greatly, as 
we think through the influence of the men.” 
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Where Are My Added Sales Coming 
from Next Month? and How’? 


FOUR PLACES 


Customers who bought last month. 


People who bought from other stores. 
People not familiar with appliances. 


Residents of newly wired homes. 


FOUR WAYS 
Better Salesmanship. 
Better Displays. 
Better Advertising. 
Greater Store Traffic. 


By Guy Hubbart 


ORMAL volume of sales for next month is com- 
N ing from the population within buying reach 
of the store. And extra sales and increased 
volume, if any, are coming from the same place. But if 
your store serves a comparatively small population, 
volume cannot be as large as if it came from a popula- 
tion ten times thé size of yours. 

Yet, there can be and there are many kinds of small 
populations, similar in numerical size, 20,000 for ex- 
ample, but so different in all other respects that size 
means nothing or next to nothing as a descriptive term 
to the progressive and ambitious merchant. 

This 20,000 town, so far as electrical goods business 
goes, may amount to one of 40,000, that one may 
amount to only 10 or 15 thousand. Both may have the 
same number of average homes, and average families; 
the same amount of wealth and almost exactly the same 
degree of purchasing power. And there the similarity 
stops. And these differences come to light: 

One town is a steadily active buying town. Its popu- 
lation can be depended upon to spend certain amounts 
for clothing, other necessities, luxuries and utilities at 
a rate that could be designated as 100 per cent this 
month, 102 per cent in March, 106 per cent in April 
and so on at a regular rate throughout the year. 

The other town is an active buying town but its ac- 
tivity is not steady. Its buying rate for different 
months, using 100 per cent as a basis, varies in degree 
and shifts back and forth by months. March, for ex- 
ample, would be 102 per cent last year, 94 per cent this 
year and 60 per cent next, whereas in the first town it 
iz near 102 per cent every year. 

There are other differences but this one covers the 
purpose here which is to point out that the selling 
methods of a store might use in the first town with good 
results would not be profitable for a store of the same 
size in the second town. This applies alike to the de- 
partment store with an electrical goods department and 
to the store specializing in electrical and allied goods. 

“Which kind of population does my store serve?” is 
a timely query for the merchant in a small city with 
his mind set on more electrical goods business. 

And then this query “Do my methods fit it?” 

To help in answering these questions on a definite 
basis here is an analysis of a typical day for two or- 
dinary stores both in small populations. Both days are 
out of the third week of March last year. 





That of store No. 1 is from a population that does 
not buy steadily; the other example is from a steady, 
active population. Both stores have close competition, 
other stores carrying similar goods. 

Store No. 2 is not the leading store in its town. Store 
No. 1 is the best store in its town. 

The day’s business in each instance is divided into 
three parts and lettered: (a) general lines as carried by 
any department store, (b) housewares including kitchen 
utensils, crockery, stoves, table ware and cutlery, and 
(c) distinctly electrical items such as irons, heaters, 
lamps, toasters, percolators, washing machines and 
vacuum cleaners. 

In making these days, both stores used newspaper ad- 
vertising and Store No. 1 had a window on electrical 
goods. Both carry small and not completely rounded out 
stocks of electrical goods, a not uncommon failing here 
and there and one which holds back daily volume more 
often than is generally supposed. 

Volume of both stores are somewhat above normal 
for the day on total sales and housewares. Volume on 
electrical goods is good for one day but shows that 
neither store is getting sales in proportion to the buy- 
ing power of the entire population each serves. 


Two Typical Store Days, Third Week of March, in 20,000 


Population 
Store No. } (Wednesday’s Business)— 
(a) Sales in all departments....... $2,400 (12c. per cap.) 
(b) Household goods, 4 departments 400 


4 
(c) Electrical goods, 5 items sold... 60 (1/40th) 
(Items featured in advertising, irons). 
Trading population within 6 miles, 4000; actual city pop- 
ulation, 20,000. (Normal daily volume, $1,800.) 
Store No. 2 (Saturday’s Business )— 
(a) Sales in all departments....... $1,600 (8c. per cap.) 
(b) Household goods, 2 departments 180 
(c) Electrical goods, 3 items sold.. 28 (1/57th) 
(Items featured in advertising, lamps. 
Trading population within 6 miles, 6000; actual popula- 
tion, 20,000. Normal daily volume, $1,200 to the popu- 
lation volume possibilities. 


What Each Store Sold 


Store No. 1 sold— Store No. 2 sold— 








ee $6.75 1 toaster .......... $5.00 
RO eer Sr ae 18.50 
Be nc cwcueccss Ge SS eer 4.50 
Attachments (clean- 
Se senbacdanseeon 2.25 $28.00 
BUEN sen ceevnes 3.00 
$60.00 


At first glance, this gives the impression of active 
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big town business—considering the small size of popu- 
lation. And it is good for one day. But neither store 
has more than ten such days a year and the $60 repre- 
sents ten days actual electrical volume in March for the 
larger store, an average of $6 a day on all electrical 
items carried. The $28 represents seven days electrical 
volume for store No. 2, an average of $4 a day on all 
electrical items. 

Of course, a sale is a sale, money coming in and goods 
going out and these stores would rather have ten or 
seven days volume lumped in one day than not have it 
at all and in using these particular days for analysis, 
the results are in no way belittled. The object is to 
bring out some helpful points of improvement for stores 
whose daily sales are close to the examples given and 
are in populations of the same numerical value. 

FIRST: Sales as shown are practically all on the 
same items, not enough variety for the month. Out of 
eight items in the two sales lists six are lamps, two 
toasters, one set of cleaner attachments and one iron— 
for what amounts to ten days average sales in one in- 
stance and seven in another. This happens in many 
stores in small and large cities. Briefly one-sided busi- 
ness instead of rounded out business. 

SECOND: While there is no indication of it in the 
list of items sold, the fact is these two stores let the 
customers buy rather than sell to the customer by well- 
planned and well-directed promotion. 

THIRD: Normal demand is good for general house- 
ware lines as shown by the relation of housewares 
volume, $400 for one store, $180 for the other. March 
is a houseware month and it should be an electrical 
goods month in these stores and hundreds like them. 

Store No. 1 advertised an iron and sold one; store 
No. 2 advertised lamps and sold two. If the iron and 
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lamp customers were new, both stores have opened the 
way to more sales of electrical goods. Lamp and iron 
customers will eventually become customers for 
washers, cleaners, and so on. So will their neighbors. 

FOURTH: It is likely that neither store considers 
the traffic value of full displays of irons, toasters, 
curlers and so on. Five or ten irons displayed on tables 
or, better still, in a window will sell more goods than 
one of each. Frequently only one iron is in sight or 
one toaster, even in well stocked electrical departments. 
This does not encourage the customer who may see the 
iron and think of buying one later. She is likely to 
think the iron is none too popular if the display consists 
of one; whereas three or five, better ten would give her 
the opposite view. 

Taking 20,000 population as a basis, store No. 1 drew 
its whole store volume for one day at 12 cents per 
capita, its homewares volume at one sixth of that and 
its electrical goods volume at one fortieth of 12 cents 
for the day. 

This does not mean that the entire population came 
in and spent 12 cents each. It means that whatever 
number of customers traded that day bought at a rate 
amounting to 12 cents for every individual in the town. 
In other words, the buying activity is shown so far as 
the one store’s sales went for that day—at the rate of 
$36 per capita a year. That is high, if it could be kept 
up, on whole store volume and shows excellent possibili- 
ties for store traffic. 

Electrical goods response, while high in dollar volume, 
is low on per capita response. 


WHY KEEP PER CAPITA RECORD 


If store No. 1 would keep a per capita record, using 
the same population figure as a basis, it would be able 
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HE charts show actual merchandising ex- 

periences for March in five stores in the 
Same city. The totals and per capita returns are 
not idealized or theoretical, but actual. In each 
case the whole store volume and electrical volume 
are shown. 

Chart A is a record of volume for all stores. 
Store No. 1—the best store—is shown separately 
and in comparison with the other four stores. 
Note that it made its whole-store peak, $21,000, 
in the second ten day period and the electrical 
goods volume in slightly less time. The shaded 
part of the column shows the relative peaks. Store 
No. 1 started the month slowly, as told in the 
text, and then made up its ratio by special sale 
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in the second ten day period, accomplishing sev- 
eral peak—or high sale days in that period. — 

The other four stores made their combined 
volume in the same period but earlier on elec- 
trical goods. If all five stores had carried full 
lines of electrical goods and pushed them as store 
No. 1, the whole town volume would be $1,200 
for the five stores. Actually it was $600, half 
the quota. Other lines of merchandise got the 
other $600. : 

Chart B shows by the shaded portion of the 
columns where the per capita reached its peak— 
the middle of the second ten day period for the 
whole store volume and at the end of the first 
ten-day period for the electrical goods. Compare 
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the 30 day per capita response of store No. 1 on 
the whole-store, $2.10, and electrical goods .012, 
with $4.05 and .018 for the other four stores. 

The unshaded parts of the column show the 
slow or ordinary sale days—the days that offer 
an opportunity to increase the sale of electrical 
goods by sales effort. 

Response for electrical goods in these stores is 
high while it lasts and if sales effort was applied, 
it would last throughout the month. Electrical 
goods peak was reached earlier than the whole- 
store peak, which shows a response to adver- 
tising that is to be expected of goods not en- 
tirely fixed in the routine of family thinking. 








next year to tell where the active and dull days fall in 
March, or any other month, and could plan its sales 
work accordingly. Also it could by noticing the average 
sale every day, calculate about how many people were 
buying by the day. 

The average sale for the day in the entire store out- 
lined above was $3.60; each transaction representing 30 
per capita customers (or 12 cent customers). 

For a $6.75 iron, over 60 per capita customers were 
required and so on. 

The point of importance is this: the $60 worth of 
electrical goods was bought by about 10 people. That 
is, it took the purchasing power of ten people for the 
day to buy them. 

This shows that the store did not take full advantage 
of the traffic possibilities at its command. 

Electrical goods sales respond well to traffic stimula- 
tion for these reasons: 

The customer can plainly see the purpose, utility and 
value of each item. This is not always true of other 
lines and groups of merchandise. 

Values are more or less standard in the sense that a 
good iron sells for about so much and the price is in 
keeping with the value—standard value, in other words. 

One purchase naturally leads to another—an iron 
saves one kind of time and energy for the homewife, a 
percolator another kind, a washing machine or vacuum 
cleaner another and so on. 


TRAFFIC VALUE OF APPLIANCES 


Special promotion such as direct mail to a selected 
list, newspaper advertising, phone calls to interested 
customers build up sales volume and are of the greatest 
importance to the movement of electrical goods. But 
store traffic, with the natural selling-value of goods on 
display, is the greatest selling furce at the retail mer- 
chant’s command. Store traffic is the more or less con- 





stant stream of people passing through the aisles of a 
store, with definite needs in mind. Goods on display 
catch the eye and sale after sale is made. 

Electrical goods in general are high in traffic value, 
so high that stores are beginning to study traffic value 
in relation to noticing its effect in relation to the four 
groups into which the goods fall: 

(1) PERSONAL-USE items—curling irons, boudoir 
irons, hair dryers, vibrators, violet rays, etc.—items 
supplying personal or individual needs; 


(2) FAMILY-USE items—sewing machines, chafing 
dishes, percolators, lamps, toasters—items directly serv- 
ing all the members of a family; 


(3) HOUSEHOLD ITEMS—cleaners, washing ma- 
chines, motor-driven mixers, ice cream freezers, irons, 
ironing machines, etc.—items that save labor and ex- 
pedite housekeeping. 

(4) GENERAL-USE items — bulbs, electric fans, 
ranges, heaters, etc.—items with special and season 
appeal. 

In different stores and communities the traffic value 
of these groups may vary, but as a rule the groups 
attract customers in the order as numbered and dollar 
volume the reverse as numbered; more single sales 
being made on groups 1 and 2 in a given period, more 
volume on groups 3 and 4 the same period, if complete 
stocks are carried in proportion at least to the variety 
of stock. 

The store viewing electrical goods as something to 
sell cannot compete with the store viewing each item as 
something to use—for the customer to use. For the 
customer buys to supply a definite need, and not because 
the store has electrical goods to sell. 

Next month—Four selling ideas and four ways to 
use them and a volume example from a 60,000 popula- 
tion. 











SPECIAL—Please do not tear the page from this magazine. 


Address—Title Contest, ELECTRICAL GoopDS SEC- 
TION, 239 West Thirty-ninth St., New York City. 


The Title is 
‘‘A Sweeping Victory”’ 
The $15 Prize 


For the best title for picture in Sepia Section of last issue 
was won by 


Charles M. Raker 


Salesman M. Raker, 
Hardware and House Furnishings, 
Olyphant, Pa. 


$15 for the best title for the picture on 
first page of the sepia section in this issue 


1—Contest closes March 15. 


2—Contestants must be connected with retail sales of ap- 
pliances, or radio. 


3—Print your name plainly, address, store you are con- 
nected with and position occupied. 


4—-In case of tie each contestant will receive $15. 


5—The winner will be announced in the second issue of the 
ELECTRICAL Goons following this issue. 


6—The staff of ELECTRICAL GOODS SECTION will be judges. 
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Multiplying the Lamp Sales by Five 


JUDICIOUS mixture of store 
A traffic, convenience of pur- 

chase and advertising recent- 
ly brought about a merchandising 
miracle of overnight raising the vol- 
ume of incandescent lamp sales in 
the May Co. store in Cleveland to a 
point where one day’s sales practical- 
ly equalled the sales of two weeks 
previous. 

Also the sales for two weeks in the 
new location were five times the sales 
of the previous two weeks in the 
old location. 

The exact circumstances were 
these: The May Co. has long sold 
Mazda lamps. They were a part 
of the electrical department on the 
fourth floor. They were regarded as 
highly desirable merchandise, turn- 
ing in a regular sum week in and 
week out, with seasonal peaks, and 
a steadily increasing total. Also 
lamps fitted nicely into the asso- 
ciated merchandise program. Some- 
times the lamps drew the customers 
into the department and they bought 
appliances. Appliance customers 
frequently bought lamps. 

A few months ago, you will re- 
member, the price of Mazda lamps 
was reduced. Every merchant re- 
ceived the notice. Every lamp mer- 
chant knew every other lamp mer- 
chant had the notice and so, beyond 
getting the clerks lined up on the 
new price, nothing was done about it 
in most stores. 

With the May Co. it was different. 
H. H. Tamblyn, merchandise man- 
ager, and William Peters, lamp and 
fixture buyer, had been thinking 
about lamps in terms of a first floor 
booth for a special sale. Here was 
the opportunity. The first floor 
booth was arranged, liberal space 
was provided in the company’s page 
ad and they were ready for an ex- 
periment. 

The result was amazing. The first 
day’s sales ran startlingly heavy. In 
fact, that one day’s receipts equaled 
the sales of the two previous weeks 
on the fourth floor. The advertise- 
ment was fair to everyone. It did 
not present a “bargain sale” as that 
phrase is usually interpreted. It an- 
nounced the price reduction. Every 
other lamp merchant in Cleveland 
had the same opportunity. 
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The sales booth was practical, rather than attractive. Only merchan- 
dise and displays available to any dealer were used. 


It is a rule with the May Co., 
as with other stores, that the first 
floor booth must make a definite re- 
turn in total sales to retain the 
space. On this first day, lamps 
largely exceeded this amount, but it 
was conceded that this was an un- 
usual performance, and that in a 
few days lamps would go back to 
the fourth floor, but until that time 
they held the space. 

At the end of two weeks the lamps 
were still going strong. The two 
weeks’ total on the first floor was 
five times the total of the last two 
weeks in August and the sales in 
the electrical department on the 
fourth floor had not been seriously 
affected. The old lamp customers, 
those who were in the habit of go- 
ing to the fourth floor for their pur- 
chases, continued to go there. The 
first floor sales were largely added 
sales. 

This first floor booth was one of 
the most desirable in the house. It 
was close to the Euclid Avenue en- 
trance, in front of the elevators and 
generally situated to take advantage 
of the heavy store traffic. As every 
other merchant in the city had the 
Same prices on lamps, it must be 
concluded that the increase was 
brought about by the suggestion 
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and convenience of purchase for 
such merchandise. 

The sale brings home the fact 
that incandescent lamps have be- 
come a primary purchase for a very 
great majority of the people in the 
cities where the percentage of 
wired homes is heavy. In Cleveland 
the Electrical League—of which the 
May Co. is an enthusiastic sup- 
porter—has been consistently teach- 
ing better lighting and the advan- 
tage of full sockets in the lighting 
fixtures:in the home. 

After the first rush of trade had 
passed, it was found advantageous 
to place in charge of the booth a 
saleswoman who had been specially 
trained in home lighting and who 
knew the value of the various sizes 
of lamps and the operating cost, 
singly and in groups. 

A saleswoman who understands 
lamps can materially increase the 
sales totals by selling larger wat- 
tage lamps. Few lamp users really 
understand the. cost. 

Aside from the first newspaper 
advertisement, additional smali 
space has been used, notices have 
appeared in “Shopping News” and 
return post cards and envelope stuf- 
fers have been sent out to keep 
lamps in the minds of the shoppers. 








Sally’s Promotion Brings the Slogan 


New Kitchens for Old 


As buyer for the Housefurnishing Department, she assembles 
wares from many lines to make her electrically equipped 
home cook shop up-to-date. 


ENRY BANGUP, the shrewd 

H president of Bustleburgh’s 

Big Department Store, was 

not one to argue in the face of con- 

vincing evidence merely to defend a 
pet prejudice. 

True, there had been a time when 
he believed little in the ability of a 
feminine merchandiser for his 
housefurnishing department. But 
that was before the advent of Sally 
Hope, whose success with things 
electrical had completely upset his 
somewhat timé worn theory. 

Now, with the piling up of a 
year’s record sales which showed a 
tremendous increase over those of 
all previous years in household elec- 
trical appliances, she became a 
merchandising force worthy of con- 
sideration for the post as head of 
the house furnishing department, 
which was soon to be vacated. Sally 
thought so too, and lost nv time in- 
forming Mr. Bangup to the same 
effect. 

“But what makes you think, Miss 
Hope, that you can handle the job?” 
he inquired, curious to know her 
reasoning processes. 
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By Ethel Wan-Ressel Chantler 





“Because I’ve already convinced 

myself, and perhaps you too, that a 
woman is better able to sense the 
household needs of other women 
than is a man.’ She answered un- 
hesitatingly. 
““T don’t know that I quite agree 
with you there,” Mr. Bangup de- 
murred, “but your record is excel- 
lent and I and the directors feel 
you ought to be given a chance at 
the job, so go to it.” 

And so Sally Hope, who a little 
over a year ago was only a very 
capable saleswoman in the house 
furnishing department of Bangup’s, 
was now to be its guiding spirit. 

If Sally felt the responsibility 
that had been so willingly placed 
upon her shapely, young shoulders, 
she did not show it. Although no 
one realized any better what a tre- 
mendous responsibility it would be. 
She knew she -would be watched 
closely for the next few months, but 
she remained undaunted. In her 
philosophy there was no room for 
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the slightest recognition of failure. 

Not that she was egotistical—far 
from it—for long ago her father 
taught her the wisdom of recogniz- 
ing egotism as the inevitable cause 
of failure. So she shunned it as 
she would the plague. 

Instead of rushing home with the 
good news as she previously had 
done, she kept the secret of her 
promotion for several days. Even 
her father, whom she adored and to 
whose faithful help she attributed 
her position, she did not take into 
her confidence. This was for two 
reasons: firstly, because she wanted 
to accustom herself to the new con- 
dition; secondly, to avoid questions 
as to her merchandising plans, for 
she had not an idea in her head. 

It was only when she definitely 
decided on the first steps of her 
merchandising journey, that she 
told her father and then she in- 
sisted that he have lunch with her 
alone at a restaurant. Later that 
day she told the rest of the family. 

Joe Werner, Sally’s brother-in- 
law, and an electrical contractor, 
was visibly impressed. 





Imagine Mrs. 
Hope’s surprise 
and irritation when 
Sally came into her 
somewhat gloomy 
workshop and be- 
gan asking ques- 
tions 
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“What’s up your sleeve—let us in 
on your first move?” he inquired 
curiously. 7 

“My first, and all subsequent 
moves, are going to be made to the 
end of convincing Mr. Bangup that 
a woman with household experi- 
ence or one willing to take interest 
in the problems of the woman in 
the home, is better able to head 
the house furnishing department 
than a man. 

“That sounds reasonable enough. 
But haven’t you proved that to him 
already with 
your handling 
of the electrical , 
stuff?” Her | 
brother Ben in- 
quired. 

“Yes, I guess ETT | 
I have, but f ‘ 
what good ji) BU 
would it do him, HES 
or me, for that f+ 
matter, if head- { 
mitted it? It’s nT | 
alittle game we if 
play,andhe |. = 
knows that I'll Pe 
work until I Z 
drop to prove 
my point in this 
case.” 

“And that’s 
precisely what 
he want’s you 
to do, eh?” Joe laughed. 

Mr. Hope whistled meaningly. 
His Sally was surely progressing; 
in some respects she was going be- 
yond him. “But you haven’t yet 
told us what your first step is going 
to be to prove your point?” he re- 
minded her. 

“TI Jlearn quickly, Dad,” she 
winked at him knowingly, “and I’ve 
almost got it worked out, but it’s 
not ready for your approval, yet. 
But I can tell you what the first 
month’s sales slogan is going to be.” 
She hesitated impressively. 

“Yes?” the three men chorused. 

“New Kitchens for Old, and I’m 
going to begin gathering reasons 
for it now,” and she left them star- 
ing after her as she departed for 
the kitchen to join her mother who, 
having heard the good news, had 
returned to her work of washing 
and drying of the dinner dishes. 

Sally’s manifest interest in the 
housekeeping methods and problems 
from that evening on, proved very 
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disconcerting to Mrs. Hope. Never 
before had Sally shown anything 
but casual interest in housework. 
She did the chores allotted to her 
without enthusiasm, and to all in- 
tents and purposes, with little or no 
understanding. 

Imagine then, Mrs. Hope’s sur- 
prise and irritation when Sally be- 
gan to ask questions. Her surprise 
was at Sally’s sudden interest in 
housework, and the irritation as- 
serted itself when she could not 
make plausible replies to her daugh- 
ivfd ter’s questions why 
a tee certain things were 


ae. fyi done as they were. 
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Not only did Sally’s kitchen contain modern furniture and electrical 
appliances, but it was bright, cheerful and handy, and women of all 


ages enjoyed looking at it 


The truth is, she had done them the 
same way too long to remember 
why she had started so in the first 
place. 

Thus in less than a week Sally 
realized that the average house- 
wife’s age-old habit of doing things 
was the basis of most sales resist- 
ance, and methods to batter down 
this wall would have to be very 
adroit to induce even a tolerant at- 
titude toward those modern appli- 
ances that threatened to pry her 
out of deep-rooted practices. 

In her own mother’s kitchen was 
born Sally’s first merchandising 
plan for her house furnishing de- 
partment. It was an ambitious one, 
but that made it all the more inter- 
esting. Sally undertook to banish 
from the fair city of Bustleburgh 
all dark-walled, poorly lighted kit- 
chens and their primitive furnish- 
ings and utensils. 

When she outlined her plan to 
Mr. Bangup he refused to comment 
upon it, but told her to go ahead. 
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Then, despite Mrs. Hope’s pro- 
tests, Sally completely renovated 
the home kitchen. Painted the walls 
and woodwork a soft cream color, 
filled the old closet with up-to-date 
dishes and pots, the drawers with 
stainless steel knives and forks; an 
electric dishwasher was sent home 
from the store, together with many 
little devices never before seen by 
Mrs. Hope, but which were all in- 
tended to speed up and lighten the 
preparation and cooking of food. 
Altogether, the kitchen was made 
the brightest spot in the house. 

Throughout this experiment 
photographs were taken and later 

used to good 

; -4 advantage in 

( oo advertising 
== and a_ booklet 
describing Sal- 
ly’s kitchen ren- 
ovating experi- 
ment, published 
by the advertis- 
ing department, 
N/a and generously 
referred to by 
the editors of 
} woman’s pages 
i of the various 
} newspapers. 

All this pre- 
pared the 
ground for 
Sally, for Bus- 
tleburgh’s housewives were learn- 
ing much about easily renovated 
kitchens and the tremendous ad- 
vantages of various electrical ap- 
pliances just in time. 

Later when they received a notice 
and a pamphlet telling them a 
model ‘kitchen had been installed by 
Bangup’s in their house furnishing 
department for the express purpose 
of showing them what a joy such a 
kitchen could be, the store and par- 
ticularly Sally’s department was 
swamped. 

The electrical appliances such as 
the dishwasher, kitchen and unit re- 
frigerator, whipper and _ mixer, 
cookers, and table appliances were 
used in demonstration to create in- 
terest—and they did. Demonstra- 
tions were conducted throughout 
the day and every demonstrator and 
sales clerk had been trained to an- 
swer all possible questions. When 
they were stumped, Sally was al- 
ways near by. 

(Continued on page 46) 














No Salesman 
Smart Enough 
to Be Dishonest 


O salesman is smart enough 
N to be dishonest. A dishonest 
salesman may succeed tempo- 
rarily, but he cannot make a perma- 
nent success. Dishonesty will over- 
take the doer who stays in the same 
place, and sales success and perma- 
nency travel together. 

Selling is the best job in the world. 
It is from the ranks of salesmen that 
the executives of tomorrow are being 
selected, just as it is the salesmen of 
yesterday who are at the head of 
great companies today. The real 
salesman need have no disputes re- 
garding wages. Selling and salary 
will adjust themselves, for a real 
salesman is one who realizes what 
his company can afford to pay for his 
services. 

A salesman who knows his oats 
is always in demand. If he should 
find himself working for an unfair 
employer, one who will not within a 
reasonable time adjust pay to earn- 
ings, then the door is open for there 
are many fair men looking for good 
salesmen. Demand for services is a 
part of success. 

Such success is, however, not at- 
tained by dishonesty, and dishonesty 
as used here means more than mak- 
ing the proper cash return to the 
owner of the merchandise. That, in 
fact, is the smallest part of it. It 
means being honest with prospects 
and customers. It means being 
honest with the appliance that you 
are selling. It means working only 
for dealers who are honest, which 
presumes that your merchandise is 
honest. 

Success means more than mere 
wages in the envelope at the end 
of the week. It means much more 
than an offer from another concern. 
Many dishonest people make financial 
success. But they change jobs often 
and their neighbors know there is 
something wrong. Real success is 
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petitive make? 


at your counter? 


accepted for publication. 





never gained at the loss of respect of 
one’s neighbors. Most dishonest 
salesmen are sought after only while 
they are young. There is no place 
for them to go when they get older. 

The business executives of today 
are drafted from the ranks of the 
salespeople—men and women. In- 
variably they have won their pro- 
motions by sales excellence. That 
does not always mean the total of 
sales. 

A department store electrical goods 
department recently discharged the 
salesman who had consistently led the 
salespeople of the department. The 
discharge followed long and consis- 
tent efforts on the part of the head 
of the department to bring this man 
to the attitude of selling the prod- 
ucts honestly—or so that they would 
stay sold. 

There was too much come-back to 
this man’s sales. His customers ex- 
pected to heat an entire house with 
a radiant heater; cook for a family 
on a grill; do a week’s washing for 
the family in one run of the washer 
and then not have to hang up the 
clothes. 

The salesman’s enthusiasm ran 
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For Your Best 
SALES STUNT 


$2 Each for Other Ideas Accepted for Publication 


How did you get people into the store? 
How did you sell the doubtful customer? 
How did you sell the customer who wanted to buy a com- 


What was your best display or sign stunt? 
What decorative or display scheme did you use to stop people 


ERTAINLY you scored on some of these points. We want 
to know them so we can tell other readers. 
you did and what happened in 200 words or less. We will 
pay $15 for the best answer and $2 each for each answer 
Any one connected with electrical 
goods retail sales is eligible if a store connection is given. 
Address Sales Contest, ELECTRICAL Goops Section, 239 West 
Thirty-ninth Street, New York City. Competition closes Feb. 
20. ELECTRICAL Goops Section staff will be judges. 


$15 


Tell us what 
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away with him. His promises ap- 
proached those of the outright 
swindler. His daily totals were 
tempting and much time was given 
to an endeavor to train him in the 
ways of honesty, but he continued 
to run wild and was losing regular 
customers for the store. 

The head of this particular depart- 
ment won his way from the counter 
to his position as buyer. Those who 
were over this buyer also had served 
behind the counter. None had the 
selling ability of this man but what 
they sold stayed sold. Their sales 
built for the reputation of the store 
by honesty and willingness to meet 
the customer and back up any sales 
promises they had made. 

In the cases of these three men 
who sought to save this brilliant 
salesman, it was not so much the 
total of their sales as their honesty 
of effort and profitableness of their 
sales. 

Sales made with any semblance of 
dishonesty seldom are profitable. It 
requires more than the possible profit 
to adjust the trouble that arises from 
the misunderstanding that invari- 
ably follows the dishonesty. 





























by better Jalesmen 


Sells $16.50 
Waffle Iron 
by Telephone 


HE idea of the “sales stunt” 
has taken hold. For a time we 
thought it was going to be lost 
in the excitement over the “title 
contest” but it worked out all right 
and here are the best of the replies. 
We regret that some of those who 
answered thought that we wanted 
ideal set ups. We want real experi- 
ences. They are so much easier to 
write about than ideal set ups. We 
could write a bookful of ideal set ups, 
but it takes some one who is handl- 
ing the goods over the counter to 
tell of the actual experiences. 
There are thousands of incidents 
happening in the stores everyday 
that have a better selling lesson than 
any ideal set up that can be written 
and these are the situations that we 
want to tell about. Here is the inci- 
dent that gets the $15 this month: 


Telephone Sale 


By Mrs. Jennie Carter, Elder & 
Johnston Co., Dayton, Ohio 


WOMAN ealled by telephone and 
asked about waffle irons. After 
some conversation, she asked: “Do 
they make as good waffles as the 
flame irons?” 

Then I grew eloquent, winding 
up with “There is no possible com- 
parison between them and if you will 
come down to the store I will prove 
it by serving some for you.” 

At that she laughed and said: 
“You are a good saleswoman. Send 
me out one of the $16.50 irons!” 





We submit that selling a waffle 
iron over the telephone is some 
accomplishment. Next comes a 
woman who gets $2 for telling how 
she sold a washing machine to a 
hesitating prospect, by repeating 
her sales talk and bringing out cer- 
tain very reasonable points she had 
set up. She was supplying the cus- 
tomer a basis of decision. 


Electrical Goods Section 


Good Work, Low Upkeep 
By Miss Jeannie Toomey, Pomeroy’s 
Inc., Harrisburg, Pa. 


T was time the decision was made. 

I had gone over the sales talk, 
making plain that I believed my 
washing machine was as good as any 
on the market. I always admit 
that any washing machine will turn 
out clean clothes if handled accord- 
ing to directions. So I said: 

“There are two points to be con- 
sidered: FIRST, the machine you 
buy should be the easiest to operate, 
fewest controls; SECOND, you want 
the machine that will be the cheap- 
est to keep in working condition for 
ten years. For that it must have 
the fewest moving parts. 

So I went over the demonstration 
again, bringing out these points. The 
main thing is to always be ready to 
demonstrate, for any looker is likely 
to prove a customer. 





Now comes a man. His idea is 
somewhat negative but it is worth 
considering. We fear many sales- 
people do not read competitive ad- 
vertising, or if they do it is to find 
fault and not to gain business. This 
idea gets $2: 


Profit from Competitive Ads 
By James Stuart Hill, store name 
withheld by request 


E watch competitive advertis- 

ing and feature the same 

goods at the same price (if the price 
is reasonable) for that day’s selling. 
We have found that many shop- 
pers have read the advertisements 
and are impressed with article and 
price, but often are hazy about the 
store. Or perhaps the shopper 
really prefers to buy at our store 
or perhaps the advertisement has 
merely fixed a value for this article 
in the shopper’s mind. Of course 
we do not pretend to have advertised 
the goods. We merely let the dis- 
play and price tag tell its own story. 





Now comes a woman who sold her 
customer something more than a fan, 
she sold the reputation of the factory 
that made the fan. 
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Proving the Value 
By Mrs. C. D. Everitt, Everitt Elec- 
tric Co., Ballinger, Tex. 


66 OW can I tell what fan to 

buy?” asked Mrs. Green 
as she looked at my merchandise. 
““At the other store a bit ago, I looked 
at a fan and the proprietor said the 
fan was the very best on the market. 
Now I am listening to almost the 
same from you. You are both con- 
sidered truthful. There must be a 
difference, for you both cannot have 
the best.” 

“Well, Mrs. Green, the price of 
an article is something every one 
should consider, but the answer is 
what you get out of it. Here is our 
fan. You can feel it gives a splendid 
breeze. The question left to you is, 
How long will it last? 

“If you do not mind looking at the 
fan in Mr. A’s grocery store, you 
will there see a fan of this make 
that has actually been running twen- 
ty years. Assuming that this fan 
will last you as long (and that one 
is not worn out) this fan will cost 
you 55 cents a year, plus the cost 
of the current. 

“Any one should be willing to pay 
that small amount a year for com- 
fort when they want it. Last, but 
not least, the manufacturer guaran- 
tees this fan for five years. If there 
is a defect in the fan, it is reason- 
able tO suppose that it would de- 
velop within five’ years. This 
guarantee comes direct from the fac- 
tory and if anything goes wrong 
with the fan, you.can send it to them 
with proof of date of purchase and 
it will be repaired or replaced. If 
we are here, we will be glad to do 
that service. But stores may come 
and may go, but a factory like this 
one goes on and on.” 

“That is seeing it in a new light 
and you may deliver this fan to me.” 


The above are good types of sales 
stories but we would like to know 
how you get people into the store to 
sell them. How you bring in asso- 
ciated merchandise and incidents of 
that sort, as well as close sales. 
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Now’s the Time to Bring Back 
Old Radio Customers 


A plan of direct-by-mail advertising that will re-establish 


friendly relations with customers who have 
wandered to other stores 


By Arthur Sinsheimer, Radio Editor 


or five years, you'll probably 

agree with me that in those 
first days of radio a customer once 
made was a customer whose trade 
could be counted upon whenever 
there was a radio purchase to be 
made, or just as long as 


1° you can remember back four 


found to buy needed radio equipment 
at cheaper prices. Not actually, but 
cheaper in the customer’s mind and 
that’s enough to divorce him from 
your store. 

That’s why something must be 
done, aside from regular advertis- 








The Man Who Knows 


This letter should be hand signed by 
some member of the firm or radio 
department. 

It’s bound to make a mighty good 
impression on the recipient and 
never fails to stir things up on the 
right side of the ledger. 

Reproduced on this 





the things you could con- 
trol were satisfactory to 
that customer — namely, 
good standard radio mer- 
chandise, attentive ser- 
vice and fair price. 

Then we went through 
a period when things 
changed a bit. Price, 
because of a certain type 


RADIO DEPARTMENT 


CHARLES B. TANNER 6& CO. 
4184 SEVENTH ST..N.W 
WASHINGTON. D C. 


February 10th, 
19 2 7 


Harry K. McDersut, 


248 K Street, 
City 


TEL. COLUMBIA S51TK 


of “get - rich - quickers” 
who sneaked into the ra- 
dio business, became al- 
most the ruling passion. 
A wandering habit of 
buying set in and even 
those customers who 
seemed wedded to a par- 
ticular store did some 
looking around to see if 


Dear Friend:- 


store for quite some time past. 


interested service of our employees. 


things in radio. 


Having juet finished an audit of our books, we find that 
we have no record of your having made « radio purchase in our 


We sincerely trust that nothing bas occurred to cause your 
dissatisfaction in any way os it is our most desired wish to 
always retain the full confidence of all our customers through 
both the quality of radio merchandise which we handle and the 


Right now we are showing some of the new and better lines of 
sets, battery eliminators, kite, speakers, parte and tubes that have 
been brought out since the present season started several months sgo 
and we wery cordially invite you to visit the radio department so as 
to correctly inform yourself by ectusl demonstration as to the newest 


they could do better else- 
where. 

“Radio shoppers’— 
lookers who make it a 
practice to run around 
from store to store just 
to see what things cost— 
is what we call them and 
maybe they found what 
they were looking for at 
a few cents less than 





On this basis of friendly interest, se take the liberty of 


eoliciting an active renewal of your valued patronage and should 
anything occur in our radio service or merchandise thet is not entirely 
satisfactory to you, kindly present the facts to the ufdersigned so 
that we aay give the matter our personal attention and quick adjustmen’ 


Very sincerely yours, 


CHARLES B. TANNER & CO. 
by 
Radio Mgr 


page is merely one slant 
that can be given to your 
letter for this special mail 
work. With this as a 
skeleton form, at least a 
dozen different letters can 
be worked out to take 
care of special things 
which your records on 
each past customer might 
show. 

If the record shows 
that you sold a complete 
set to a customer last 
year and haven’t heard 
from that customer since, 
add a paragraph in your 
letter about new batteries 
or the latest battery elimi- 
nator that you would like 
to demonstrate. That’s 
only one variation of the 
letter, but don’t you see 
how easy it is to mold the 
right idea to offer each 
customer according’ to 
your records? 

Get as much personal 
intimacy into your letters 
as possible so as to let 
each person receiving a 








what you were selling it 

for. Not necessarily the identical 
quality, perhaps, but near enough in 
appearance to lead the uninitiated 
customer to believe that it was the 
exact same thing that you were try- 
ing to sell for more money. 

Such things do happen, you know, 
and when they do, the customer who 
had been trading in vour store gets 
the idea that a new place has been 


ing, to get these old customers back 
in the fold. Something of an in- 
timate nature that will get right un- 
der the skin and make a friendly 
contact between those lost customers 
and the store. And so I suggest an 
individual letter addressed to each 
name on your radio mailing list who 
has not made a purchase of record 
for the past six months or more. 
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letter believe that it is 
really an individual letter, written 
because you were interested in find- 
ing out how the store’s radio service 
could be brought up to the highest 
point of personal satisfaction to that 
particular customer. 

Prices are gradually stabilizing 
and customers are not doing quite 
so much “shopping” because they 

(Continued on page 50) 
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The Cleveland League Carries the Message 


Electrical homes and neighborhood exhibits arouse curtosity, classes in 
the League rooms gain interest and books distributed are 
the basis of real study of electricity in daily life. 


DUCATIONAL classes and 
H, educational booklets are a 

joint development in the work 
of the Cleveland Electrical League 
and together are responsible for 
much of the greater appreciation of 
the advantages of electricity in 
every day affairs in Cleveland than 
in other cities. 

This greater appreciation is 
shown by appliance census, number 
of wired homes, lamp sales, appli- 
ance sales and other data that can 
be assembled. The very fact that 
Cleveland electrical interests know 
what is going on in that city is evi- 
dence that the situation is better in 
hand than in other communities. 
Only recently there was a “get to- 
gether” meeting in Cleveland where 
the number of firms, value of output, 
number of employees in the electrical 
industry was mentioned in positive 
terms. This was made possible by 
the League’s work. 

Following on the realization by 
J. C. North, president of the League, 
that the electric home and similar 
exhibits were only doing a half job 
of educating the public, the classes 
were organized. 

The classes are arranged by so- 
cial and professional groups to in- 
sure a common interest. It certainly 
is good reasoning that the women’s 

(Continued on page 48) 
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| ELECTRICAL 
HOMEMAKING 


With 101 Recipes 
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EPRODUCED 

above are covers 
of some booklets dis- 
tributed to League 
visitors. At left is 
arrangement of floor 
space in League ex- 
hibit room. Meeting 
room is even larger. 
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into the Home—The Merchants Benefit 
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EVERAL classes meet daily in 
the Cleveland League rooms. 


Above is a typical class from a 
church society or woman's club. 
Below is a high school technical 
class. 


At the right is J. E. “Jack” North, 
president of the League and organ- 
izer of the present thorough pro- 
gram. 


At the left is Miss Jean Scott, 
who addresses the home study 
classes. Before the League work, 
she was a home lighting instructor. 
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Six reasons why 
Eveready Flashlight Batteries 
eive better satisfaction 


UNIT CELL 


FOR FLASHLIGHT? 
“ATIONAL CARBON C0," 


NEW YORK, N.Y. 


A~ CHICAG 
LAND CiTy - 


MADE IN U.S.A- 





Actual size 


LoNnG after constant use has 
knocked the daylight out of 
the ordinary flashlight bat- 
tery, Eveready Batteries go 
on delivering bright, white, 
dependable light. There are 
many reasons why this is so, 
chief among which are the 
following: 


1 Eveready Flashlight Batteries 

are dated. You know they’re 
fresh when you sell them. An Ever- 
eady feature that protects customer 
and dealer alike. 


2 The “star washer.” This accu- 
rately centers the carbon ‘‘bob- 
bin” in the zinc can. A patented 
Eveready feature, insuring uniform 
current-flow when light is on and 
consequent longer life. 
3 The rolled-and-soldered can. 
More expensive to manufacture 
than the ordinary “drawn” can. 
Insures uniform thickness of metal, 
resulting in uniform electro-chemi- 
cal activity and longer life. 
4 Projecting tip on brass contact. 


Insures perfect contact from bat- 
tery to lamp-base, and from cell to 
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FOR BEST RESULTS 
PUT IN SERVICE BEFORE 
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Enlarged sectional view of Eveready Flashlight Battery 


cell. Another patented Eveready 

feature. 

5 The Eveready jacket. Consists 
of asphaltum, sandwiched be- 

tween two plies of chip-board. Pre- 

vents short-circuiting by keeping 

out external moisture. 


Jacket cemented to can. Ever- 
eady jackets are sealed to the 
zinc can with cement. They can- 
not slip and expose metal to metal. 


EVEREADY 


FLASHLIGHT 
BATTERIES 


~Best in every case” 


Another Eveready safety-feature, 
preventing short-circuiting and in- 
suring longer life. 

These batteries are made 
by the makers of the famous 
Eveready Radio Batteries. 
They enjoy the same mate- 
rials, the same workmanship, 
the same rigid care in making 
throughout. When a customer 
asks for flashlight batteries, 
sell him genuine Eveready. 
They are “‘best in every case.”’ 

Manufactured and guaranteed by 
NATIONAL Carson Co., Inc. 
New York San Francisco 


Atlanta Chicago Kansas City 


Canadian National Carbon Co., Limited 
Toronto, Ontario 
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This is the battery that adds to the 
dealer’s prestige. 


THE Eveready Layerbilt is abso- 
lutely the longest lasting dry cell 
“B” battery ever developed, as 
proved by the experience of thou- 
sands of dealers and of radio 
users. Modern sets that ‘chew 
up” the smaller Light-Duty size 
of battery are easily handled by 
the Eveready Layerbilt. You can 
unhesitatingly recommend it for 
all loud-speaker sets. 

The remarkable service of the 
Eveready Layerbilt is due to its 
unique, patented construction. 
All other dry cell “B”’ batteries 
are assembled of cylindrical cells, 
with much waste space between 


them, and many soldered connec- 
tions bridging the gaps. The 
Eveready Layerbilt, however, is 
built of flat layers of current-pro- 
ducing materials, making auto- 
matic connection with each other. 
Every available inch inside the 
battery case is occupied usefully. 
This construction gives the user 
more battery for his money, and 
that battery is more efficient. 
Don’t let the public think that 
the smaller Light-Duty batteries, 
because they cost somewhat less, 
are more economical. The Ever- 
eady Layerbilt lasts more than 
twice as long, and doesn’t cost 


anything like twice as much. It 
is by far the most economical to 
use and the most satisfactory for 
you to sell. — 


NATIONAL CARBON CO., Ine. 
New York San Francisco 
Atlanta Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 





‘Tuesday night is Eveready Hour Night 
—9 P. M., Eastern Standard Time, 
through the following stations: 

WEAF—New York 
Ww JAR—Providence 

WEEI-—-Boston 
wTAG—W orcester 
wFI—Philadel phia 
wcGR-Bufialo 


wTaAM—Cleveland 
wwJj-Detroit 
wGN-Chicago 
woc 1 eee ; 
nea.) Minneapolis 
WCCO) Se Paul 
WCAE—Pittsburgh Ksp—-Stt Louis 
wsali—Cincinnati wrc-W ashington 
woy-Schenectady 
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The Electrical Women’s Round Table is becoming quite a factor in the electrical 
merchandising affairs in New York City. The membership of the Round Table 
has grown rapidly and at the monthly meetings practically every phase of elec- 
trical merchandising is represented. The photograph shown here was taken at the 
annual Christmas meeting when a number of the wise men of the electrical mer- 
chandising industry were present as guests and it is safe to say that all of them 
learned something at the roll call, when each woman told something of her ac- 
complishments for the past year. Miss Ada Bessie Swan, of the Public Service 
Electric & Gas Co. of New Jersey, is president, and Mrs. Lilian Cassels, of 
the Electrical News Letter Publishing Co., 47 West Forty-second Street, New 
York City, is secretary 
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This window, easy of construction and simple in design, attracted much atten- 

tion when it was shown on Forty-second Street, New York City. It presents an 

idea of a complete electrical department in the variety of merchandise offered 
by Stern Brothers department store 
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AGAIN EUREKA LEADS THE WORLD 
















VACUUM CLEANERS 


hipped in 192 


NCE more the phenomenal popular demand for the 
Grand Prize Eureka has risen to new heights. The 


result is a volume of 1926 shipments well ahead of even easily demonstra bee 4 
° secre 0 Eure a’s 

the amazing 1925 total and greater than that of any other ame didaey i 

electric cleaner in the world. pac cence 







world’s foremost 
electric cleaner. 
° 





Year after year, Eureka has registered stagger- 
ing gains. In 1920, for example, Eureka 
shipped 10% of the total year’s production 
of electric cleaners; in 1923, 22%; in 1925, 
30%. And, in 1926, Eureka reached the 
stupendous total of 290,326 cleaners pro- 
duced and shipped in a single year! 


The answer, to any dealer in the major home appliances, 
is plain: Your best chances for increased electric cleaner 
sales and profits lie in handling the one cleaner which has 
steadily forged ahead, year after year. That cleaner is the 
Grand Prize Eureka. 


Write or wire the factory for an interview with our 











nearest District Sales Manager. The crowning triumph for the Eureka’s 
superiority in 1926 was the Grand Prize 
(highest obtainable. awafd<for electric 
cleaners) conferred on the Eureka by the 
> és , @& fa ds r € 
Eureka VacuuM CLEANER Company, Detroit, U. 8. A. Intemational Jury of Awards at the 

tion, Philadelphia. 


Largest Manufacturers of Vacuum Cleaners in the World 


Canadian Factory: Kitchener, Ontario. Foreign Branches: 8 Fisher St., 


London, W. C. 1, England; 58-60 Margaret Street, Sydney, Australia (331) 
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A Lighting Fixture Display that 
Increases Sales Efficiency, Saves 


Spa 


REVOLVING door gave a 
A Southern lighting fixtures 

dealer an idea that enabled 
him to improve his display methods 
with the use of very little floor 
space. There probably is not an- 
other equally compact lighting fix- 
ture display in the country, but it 
could be duplicated at very little cost 
and used to advantage by many fix- 
tures dealers who are disgusted. 

Imagine a revolving door with a 
ceiling fixture and bracket lights 
and perhaps a table lamp to match 
placed in each quadrant of a revolv- 
ing door, and you have a good idea 
of this fixture. 

It provides the equivalent of four 
display booths with the added ad- 
vantage that only the fixtures in one 
quadrant are in sight at a time, per- 
mitting the salesman to concentrate 
the prospect’s attention on any one of 
these to the exclusion of the others. 

If an old revolving door should 
be handy, it could be used in mak- 
ing two such fixtures. Cut it in two 
half way between the top and the 
bottom, provide a roof and a floor 
for each section, mount each so that 
it will revolve before a window and 
you have the fixture ready for hang- 
ing the lighting fixtures in it. 

But as a revolving door can’t be 
picked up around the average store 
and it is rather expensive to buy, it 











ce and Avoids Trouble 


me | 





Showroom view of display. The prospect can sit comfortably and 
the fixtures be brought before her 


will be necessary to have a carpen- 
ter make the fixture; unless there is 
someone in the store who is handy 
with tools. 

Suppose the fixture is to be made 
to fit an opening in the wall just 
3 ft. square. 

A replica of a revolving door, 
3 ft. high and with each quadrant 
3 ft. wide at the outside, is built 
of lumber % to 1 in. thick. Ordi- 
nary tongued and grooved flooring 
is preferable. This is provided with 
a top and bottom of the same mate- 
rial and each opening—just 3 ft. 





This revolving display is mounted in the wall between showroom 
and shop. This is the shop side 
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square—is faced with 2-in. strips of 
hardwood. 

This is mounted so that it will 
revolve before the window, just as 
does the revolving door before the 
entrance and exit. When a quadrant 
is opposite the window its facing 
should be flush with or an inch or 
two behind window facing. 

Wiring is provided for the light- 
ing of the fixtures to be displayed, 
and a switch must be arranged so 
that it will turn the current on a 
quadrant as it comes before the win- 
dow and turn it off as it leaves. 

The hardwood facings should be 
carefully sandpapered and finished in 
natural color or stained as desired, 
and should match the facings of the 
window. The two sides and top and 
bottom of each quadrant to be dec- 
orated to harmonize with the type 
of fixtures which will be placed in 
them. They may be finished with 
oil paint of an appropriate color and 
designs painted on the sides, if de- 
sired. Or wall paper of suitable de- 
signs may be pasted on the bare 
wood in the usual way. 

With this display fixtures are al- 
ways within easy reach for cleaning 
and the entire ceiling of the room is 
not cluttered up with dust catchers 
presenting a very confusing display. 
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AMERICA’S 


Greatest electric cleaner value 


ERCHANTS who offer the most at- 
tractive values usually win greatest 
success and largest profits. Such merchandise 
means easier selling, reduced selling expense, 
fewer mark-downs, faster turnover, more 
clear cash at the end of the year. 

Rid your store of slow-moving, high-sales- 
resistance items. The Bee-Vac pleasantly ac- 
complishes this in your electric cleaner depart- 
ment. It is unexcelled in any way by any 
cleaner, regardless of price—the same Bee-Vac 
which retailed eighteen months ago at $44. 50. 
Yet today you retail it at only $29.50. And 
due to exceptional value, you sell it over-the- 
counter, like staples, avoiding costly home 
demonstrations. 

Bee-Vac’s remarkable value is made possi- 
ble by a great new factory—the economies of 
vast quantity production—and sales policies 
which do not tolerate the expense of high- 
pressure seiling. 

Write for the attractive Bee-Vac proposition. 


BIRTMAN ELECTRIC COMPANY 


Dept. D257 4140 Fullert6én Avenue Chicago 


BEE-VAC 


Electric Cleaner 


convenient trigger switch; easy to con- 





Now 


ad consumer’s 


price of 


$2950 


Attachments 
$5.00 per set 


Identified 
by the 
Purple Bag 


Bee-Vac Facts 


: 
: 
3 
: 
: 
; 





Over a half-million Bee-Vacs in use. 

Made by one of the oldest and largest 
electric cleaner manufacturers. 

Sold by 15,000 reliable merchants, 
offering better value to their customers. 

Guaranteed, motor and all, for two 
full years. 


Cleaning tools include 8-ft. hose; 
swiveled metal connection; 5-inch 
aluminum nozzle; brush to snap on 
nozzle; steel connecting tube; 30- 
inch extension tube. Consumer’s 
price, $5. 


Bee-Vac has comfortable handle grip; 


nect attachments; quick detachable 
dust bag; improved bag opening device; 
easy to empty dust bag; improved bag 
suspension clamp; automatic bag valve; 
perfected oiling system; patented swing- 
back double nozzle brush. 
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—d ball-bearing BEEVAC 


at a 
consumer’s 












The 
Ball-Bearing penne 
BEE-VAC 
is equipped 
with Look for 
Norma the 
Precision Maroon Bag 


Ball Bearings 


GUARANTEED 


motor and all for 
TWO full years 


it announces a revolutionary im- 
provement in electric cleaners—a da//- 
bearing design that gives new and greater 
efficiency —a modern type which will increase 
your sales and profits. 

This superb, new ball-bearing Bee-Vac, 
even more emphatically than past Bee-Vacs, 
offers performance and dependability beyond 
comparison. It offers— 


Amazing suction power for swifter and more 
thorough cleaning. 


Unusual convenience that ends oiling and 
oiling worries. This cleaner mever needs 
to be oiled. 

Satiny smoothness that denotes effortless and 
friction-free operation. 


Unfailing dependability whichreducesserv- 
ice interruptions to the lowest point known. 


Long life assurance making the Bee-Vac 
more than ever one of the longest lived of 
electric cleaners. 


Order a sample ball-bearing Bee-Vac from 
your jobber and write us for the complete de- 
tails concerning this new ball-bearing Bee-Vac. 
The facts are unusual. They merit your care- 
ful consideration. 


BIRTMAN ELECTRIC COMPANY 


Dept. D257 4140 Fullerton Avenue Chicago 


New 
Ball-Bearing 


BEE-VAC 


Electric Cleaner 












And with the above new and greater 
qualities are retained Bee-Vac’s manu- 
facturing and selling economies which 
make possible a low $34.75 consumer 
price. 


The beautiful, 5a//-bearing Bee-Vac 





is unqualifiedly guaranteed, motorand _moststubborn dirtand litterfrom thick- 


all, for two full years. 

Do this! Prominently display the 
new da//- bearing Bee-Vac. Note its 
light weight and ease of handling. See 
how guickly and thoroughly it removes 


est, deepest rugs, with complete safety 
to the silky nap. Give it every test. 

See for yourself why Bee-Vac “‘sells 
itself?’ to yourcustomerswithout costly 








home demonstrations. 
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EDITORIAL 


Climax of Merchandising! 


N announcement just received says “During the 
A month all districts will offer their customers 
Rv deeb ices heating pad on easy payments, 

with trade-in allowances on old hot water bottles.” No, 
this is not a hardware or department store, although 
there are those who say these stores are “price cutters.” 





Year-end figures show the electrical industry— 
light and power, telephone, transit and manufac- 
turing—operates on $19,500,000,000 investment. 


* * * 


Demonstrations 


W: can safely say that two points regarding 
radio merchandising have been settled by the 
experience to date. First—that the special 
radio store will not survive except in the most thickly 
populated districts, and even in this location the profit 
is doubtful. Second—that demonstration is a part of 
the sale. Now that Mr. Edison, by withdrawing radio 
from his talking machine dealers, has given notice that 
radio and talking machines are direct competitors, 
there is no way of escaping the demonstration. Tone 
quality and selectivity can only be established by 
demonstration. 





Annual gross revenue from all branches of the 
electrical industry was $5,934,000,000 in 1926. 
* 


* 


Lamp Sales Increase 


URING the last year °315 million incandescent 
1) lamps were sold. This is an increase of 12% 

per cent over 1925—much higher percentage 
than of homes wired. It is interesting to note that 
within the last two years the hardware and department 
store merchants have become quite interested in selling 
lamps. It was stores of this character that featured 
the announcement of the inside frost lamps; also the 
price reduction in the fall. These merchants have been 
spreading the gospel of better lighting according to 
the best tenets of merchandising. 





Light and power division of the. electrical indus- 
try has an invested capital of $8,400,000,000 and 
the 1926 gross revenue was $1,684,000,000. 


% * x 


‘“*Trade Be Damned” 


HE above is the title of an editorial appearing 
recently in the Electrical World, an admitted 
spokesman for the electrical service industry. 

This editorial reminds the service company of the days 
when a “public be damned” policy was followed by 
many companies and of the near-serious consequences. 
Now, the editorial says, service companies are antago- 
nizing merchants by bad merchandising practices, silly 
time payment terms and cut prices. The legitimate 
merchants of a community, says the editorial, must live 
by merchandising and they are a power in their com- 
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munity. Some day these merchants may rebel at re- 
peated annoyances by a competitor enjoying a public 
monopoly for certain trade and using profit from that 
trade to annoy the business community. 





Farm electrification is set forth as one of the 


major tasks of the electrical industry in 1927. 
* * * 


Selecting Merchandise 


ERCHANTS of long experience in selecting 
stocks know there are five cardinal points on 


which to judge stock suggested for a per- 
manent place in the store. These points are (1) Sale- 
ability, (2) Quality, (3) Stability of manufacturer, (4) 
Policy of manufacturer, (5) Profit. The order may 
be changed or different words used, but the five points 
remain. These are the points merchants have a right 
to expect will be covered by manufacturers in adver- 
tising to them. 





The domestic current consumption is increasing 
about 20 per cent a year, due chiefly to appliances 


you merchants are selling. 
* * * 


Selling Lighting Fixtures 

IGHTING fixture merchandising is much changed. 
L, A large manufacturer said recently “90 per 
cent of my dealers are not doing wiring.” There 
was a time when it was considered impossible to sell 
fixtures unless you did the wiring. Today fixtures are 
shipped wired, with clamps attached for connecting 
them with the house wires. If that is not acceptable, 
wiring contractors will take the work at so much per 
outlet. So the merchant need not become involved in 
the labor angle. He can devote his entire attention 
to merchandising. Still another point: fixtures have 
become style merchandise. They change with and like 

furniture. This makes an automatic demand. 





Fifty-eight per cent of the population now live 
in homes served by electricity, a gain of 3.6 per 
cent during 1926. This means more customers for 


you. 
% %& * 


The Service Problem 


ERVICE is not so much a problem of mechanics 
S as it is of personnel. Many dealers and service 

companies make the mistake ‘of putting mechanics 
first. Mechanically inclined men can easily master 
the peculiar motions necessary for an appliance repair— 
for mechanics is, to a large extent, a fixed science. 
But it is the exceptional man who masters the quali- 
fications of a salesman and yet will work as a mechanic 
—and that is necessary for a good service man. In 
most cases he is called upon to resell the appliance. 
The best service department we know—it handles all 
kinds of appliances—puts personality first, mechanical 
knowledge second and electrical knowledge third. 
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New Goods to Sell 


Arco Health 


An electrical ornament, which when 
not in use for the purpose for which it 
is intended can be used for flowers has 





been brought out by the American 
Radiator Company, 40 West 40th Street, 
New York. This ornament is a humid- 
ifier and is called the Arco Health. It 
keeps the air moist during the seasons 
when heat is needed and can also be 
used for many warming and sterilizing 
purposes. Finished in bronze, with 
ivory handles. The cutwork in the cover 
allows the wisp of vapor to arise; when 
used for warming purposes or flowers, 
the cover is removed. 





Hamilton-Beach Drink Mixer 
and Heating Cup 


One of the newest appliances brought 
out by the Hamilton-Beach Manufac- 
turing Company, Racine, Wis., is an im- 
proved drink mixer. The new mixer 
has a faster motor, a full-sliding con- 


tact switch located in the upright and 
a nickel silver cup instead of the ordi- 
nary brass plated one. The new 
Hamilton-Beach drink heater is also 
illustrated. This heating cup fits on the 
cup of the electric drink mixer and 
heats the drink while it is being mixed. 
This allows the cup to be washed and 
the heating element being a separate 
unit is never in danger of being ruined. 
A hot drink can be served any time of 
year, without the necessity of keeping 
heated drinks on hand. The heating 
cup can also be used in the home for 
heating all kinds of liquids. 





Wirt Cone Speaker 


A cone speaker of the drum type has 
recently been placed on the market by 
the Wirt Company, 5221 Green Street, 





Philadelphia, Pa. The enclosed, free- 
edge cone type is the model adopted by 
the Wirt Company and is produced in 
a neutral bronze finish with silk-backed 
grills harmonizing with the furnishings. 
A knob at the back of the speaker elim- 
inates the need of dismantling the 
speaker when readjustments are neces- 


sary. 





Century Motor 


The Century Electric Co., 1806 Pine 
Street, St. Louis, Mo., has brought out 
a % hp. repulsion-start induction 
single-phase motor, to be used for 
house pumps, Oil burners and electric 
refrigerators, with substantial increase 





in overall electrical efficiency. Other 
improvements are: Lubrication is self 
maintaining for at least a year; quiet 
operation and an insulation that en- 
ables the motors to withstand damp- 
ness, often found in basements and in 
tropical climates. Motors are built by 
this company in all standard sizes from 
% to hp. It is claimed that the 
temperature rise is not more than 40° 
centigrade in any part of the motor. 
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Windsor Model 200 Loud 
Speaker 


The Windsor Furniture Co., 1420 Car- 
roll Street, Ill. has developed a twenty- 





two inch cone loud speaker, built in a 
console, in which is provided ample 
room for batteries, charger and elim- 
inator. 





Conlon Gurgitator Washer 


The Conlon Corporation, 19th Street 
and 52nd Avenue., Chicago, IIll., recent- 
ly placed on the market a new electric 
washing machine, for which they claim 
faster washing, due to an aluminum 
actuator which causes the water to 
surge upward in the center, keeping the 
clothes turning continually, the water 
changing its course 106 times a minute. 
The control mechanism has been simpli- 
fied, the hand lever having been elim- 
inated and a press button starts and 
stops the washing mechanism. One oil 
cup lubricates the entire mechanism, 
with the exception of the motor. The 
tank is of heavy copper, nickeled on the 
inside, bronze bearings and cut gears 
are used throughout. Westinghouse 
control switch. Moving parts are com- 
pletely enclosed and —_ above floor, 
finished in gray enamel and polished 
copper. All metal eight position 
wringer with 12 inch rubber rolls. 


























women / 
prefer it. 


1. ts double action gets 
all the dirt quickly. 


Women know that only 
powerful suction plus a 
motor-driven brush can 
get all the dirt. And that 
when these two actions 
work together, cleaning 
hours are very much 
shortened. 


2. [t needs no oiling. 


Women do not like to 
be saddled with the re- 
sponsibility and _  nui- 
sance of oiling a cleaner. 
They appreciate the fact 
that the Premier Dup!ex 
brush and motor have 
ball bearings, packed in 
lubricant. 


3. It lasts a lifetime. 


A cleaner is quickly 
bought when its pur- 
chaser believes that it 
will last a lifetime. The 
Premier Duplex with its 
sturdy build and ball 
bearing protection is 
made to last through 
long years. 
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iy you are not already a 
Premier Duplex dealer, 
write or wire today for 
the details of the valuable 
franchise. 


Electric Vacuum Cleaner Co., 
Ine. 
Cleveland Ohio 


Manufactured and distributed in Canada by the 
Premier Vacuum Oleaner Company, Ltd., Toronto. 
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p “Why 
dealers 
prefer it/ 


1. /t’s backed by continu- 








ous national advertis- 
ing. 


Monthly2-color page ads 
in The Saturday Evening 
Post. And impressive ads 
in Good Housekeeping, 

~ Liberty, Woman’s Home 
Companion, Ladies’ 
Home Journal and Pic- 
torial Review. 


2. It needs little servicing. 


Its sturdy build and the 
ball bearing equipment 
in both motor and brush 
keep it in constant good 
running order. And it’s 
so easy to run that a 
dealer gets no extra 
demonstration calls. 


3, It sells steadily —the 
year-round. 


Profits are big and reg- 
ular. And Premier Du- 
plex sales line up new 
customers. It gives such 
real satisfaction that it 















strengthens customers’ 
confidence in you. 














Tested! 


ry 


Tested!! 


Tested!!! 


in the knowledge that they are as perfect as 
the highest type men and machines can make 
them. 
trademark is subjected to tests more strenuous 
than the actual jobs they are called upon to 
perform. 


Every product bearing the Triangle 


When you recommend TRIANGLE you play 


safe. 


There can be no ‘ 


‘come-back.”’ 


Every one of these products is tested—tested— 


tested !! 


| Users of TRIANGLE products can feel secure 


Triangle Armored Conductors, Round and Flat 


| Triangle Flexible Steel Conduit 


Triangle Flexible Non-Metallic Conduit 


Triangle Rubber Covered Wire (N. E. Code Intermediate, 


“TRIEX” (Non-Metallic Sheathed Cable) 


Para) 


Triangle Rubber Covered, Lead Encased Wire 
Triangle Rigid Steel Cenduit, Enameled and Galvanized, 


Elbows and Couplings 





And now” 


No hack-saw- 
ing, bending, twisting. 
No possible chance to 
injure insulation with 
the new Triangle 
Armored Cable Tool. 
ne blade will cut or 
strip 10,000 times. 


New blades easy to in- 


more 


sert. Saves time and 
" cussing ; a wonder for 
working in tight cor- 
ners; weight only two 
Weighs lhbs.; fits in any tool 
only kit. 
two pounds 
The Triangle Armored Cable 
Tool—to strip and cut 
) armored cable. 
TRIANGLE CONDUIT CO., Inc. 
j General Offices 


Dry Harbor Rd. & Cooper Ave., Brooklyn, N. Y. 


Factories 


Brooklyn, New Yerk 
t Chicago, Illinois 
Butler, Pennsylvania 





Canada: 
Canadian Triangle 
duit Co., Ltd., Toronto 


Con- 





Electrical Business Briefs 


4 NHE Board of Directors of the Society for Elec- 
trical Development announces the resignation of 
William L. Goodwin, who for eight years has been 

operating vice-president in charge of the Society. In 

regretfully accepting this resignation the Board 
adopted a resolution paying tribute to the fundamental 
contributions which Mr. Goodwin has made during this 
period to the development of the cooperative organiza- 
tion of the electrical industry. “With rare clarity of 
vision,” it says, “and the most courageous idealism, 
supported by untiring industry and an energy that is 
indefatigable he has pioneered in the thinking of the 
industry toward a closer and more purposeful coordina- 
tion among electrical men for market development. 

This leadership has had conspicuous expression in the 

inauguration of the annual conferences of electrical 

leagues held at Association Island, through which the 

Society has been for five years the national headquar- 

ters for league development and service and has assisted 

in the rapid growth of the local league movement; in 
the establishment of the Red Seal Plan on a national 
basis as an approach to the great market for more 
adequate wiring in the home; and in the conception of 
the ‘market development plan,’ now in process of re- 
finement, to bring about a coordination of the com- 
modity campaigns of manufacturers and their proper 
relations to the leagues. His enthusiastic and self- 
sacrificing work for the Society has endeared him to 
us all and we wish him God-speed in his future ac- 
tivities.” Mr. Goodwin’s resignation takes effect April 

1, with leave of absence from January 1. He has not 

yet announced his plans. No successor to Mr. Goodwin 

has yet been announced. 





Powel Crosley, Jr., president of the Crosley Radio 
Corporation, Cincinnati, has taken over the control of 
the De Forest Radio Co., Jersey City. The Cincinnati 
manufacturer acquired not only the management for a 
term of five years, but the De Forest patents, a modern 
tube plant and the services of Dr. Lee De Forest. Mr. 
Crosley will have a free hand in the management of the 
concern and power to appoint new members to the 
board of trustees. As compensation for his work and 
the $300,000 he has advanced to the company which, 
he asserts, is necessary to permit the company to op- 
erate, he is to receive 39,000 shares of the 211,000 
shares of treasury stock outstanding and 3 per cent 
commission on the first $3,000,000 of annual net sales 
and 11% per cent on the net annual sales over that 
amount. The treasury stock is to be placed in escrow 
in a Cincinnati bank until the stock earns $1.50 in any 
fiscal year, when it becomes his property. 





A. P. de Saas, vice-president of the Coldak Corpora- 
tion, has been elected president of the Alaska Re- 
trigerator Co. of Muskegon, Mich. With the election, 
the Alaska company was consolidated with the Coldak 
Corp. and thus the consolidated company can turn out 
the entire electrical refrigeration unit. The Alaska 
refrigerators will continue on the market as ice re- 
frigerators, as the heads of the consolidated believe 
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The Full 
Automatic 
Time and 
Temperature 
Controls— 


the rust-proof porcelain ena- 
mel finish—one piece ovens 
with rounded corners—individ- 
ually fused units—conduit en- 
closed wiring—the variety of 
sizes and styles—are features 
that make L@H ELECTRICS 
Ranges easy to sell. Other 
L@H ELECTRICS Appliances 
are equally superior. 

































ELECTRICS 
TRADE MARK e\ 


RANGES AND APPLIANGES 


Increase Your Electrical Merchandise Sales 








F. ASTER turnover— bigger profits—that’s what you want. 
And that’s why you want to handle this dependable forty- 
year famous line. 
And remember—L&™H ELECTRICS are so sturdily built, so efficient 


in operation, that after the sales are made your profits are not 
eaten up by expensive servicing. 









It will pay you to get the interesting 
facts about our complete line 





L&H ELECTRICS 


L&H ELECTRICS 
Appliances Include 


Appliances Include 


Turnsit Toasters Curling Irons 


Heating Pads Table Stoves 
Waffle Irons Urn Heaters 
Air Heaters Hot Plates 
Irons Heaters 


Manufactured by 


A. J. LINDEMANN & HOVERSON CoO. 


435 Cleveland Avenue 
MILWAUKEE, WISCONSIN 
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Every Day-Fan Fan 











Has Eight Little 
Salesmen to Help 
You Sell It 


Just sit back next summer 
and let these littie salesmen sell 
Day-Fan Fans for you. Let 
crack salesman, Mr. “Extra 
Air Delivery,” demonstrate his 
sure fire blast of the season's 
best selling talk—-a wide sweep 
of powerful cooling air. Then 
up steps salesman, “Big 
Blades,” with “That — Mr. 
Prospect, is because of me” 
and up pipes “Husky Motor” 
“Me too!” Then Messrs. 
“Heat, Dirt and Dampness 
Proof” sell the prospect with 
their convincing talking points, 
while “38 Years of Experi- 
ence” and “Economical” con- 
duct the closing arguments 
and make Mr. Prospect sign 
on the dotted line. 





Selling Day-Fan Fans is easy. 
They do the job themselves, because 
each has exclusive talking points 
you can’t find in other fans—and 
as any dealer will tell you—that’s 
what sells a fan. 


NOTE TO 


ENTERPRISING DEALERS 


Look carefully at the group of 
Little Salesmen gathered around the 
Day-Fan Fan pictured above. 
Wouldn’t that make a whale of a 
window or counter display? Why 
not try it next summer? Eight little 
dolls with signs lettered with the 
Day-Fan Talking Points will make 
an interesting Day-Fan Fan display. 


DAY-FAN ELECTRIC 


COMPANY } 
Dayton Ohio 








For More Than 38 Years Manufacturers of High 
Grade Electrical Apparatus 











there is still a large market for the ice refrigerators. 
Mr. de Saas, in addition to the positions mentioned, has 
charge of the industrial division, the J. G. White Man- 
agement Corporation; is president, Radiant Heat Cor- 
poration of America; vice-president, National Oven Co. ; 
vice-president, Panhard Oil Corporation. 





OBESON-ROCHESTER CORP. of Rochester, N. 

; Y., has recently acquired an 18-acre factory site 
on the Buffalo, Rochester and Pittsburgh Railroad at 
Rochester for a new manufacturing plant. In addition 
to the railroad connection noted, the site is close to the 
New York Central tracks and the barge canal. The 
first building on this site will be a one-story factory 
building with 1,500,000 feet of floor space and will 
house the electrical appliance units of the new and en- 
larged plant. The new plant will be ready for occupancy 
late this year. The Robeson-Rochester Corporation was 
formed by a combination of the Robeson Cutlery Co. 
‘founded in Elmira in 1879) and the Rochester Stamp- 
ing Co. (founded in 1888). From the fact that the 
company was making many dining room and kitchen 
appliances when electric appliances appeared on the 
market it was quite natural this company should 
quickly take up the line. The development of this part 
of the business is seen by the arrangements for the new 
plant. 

Officers of the corporation are: President, George W. 
Robeson; assistant to the president, E. O. Heyl; vice- 
presidents, Frederick J. Cross, Alfred H. S. Swan, 
Robert H. Robeson, and J. Elmer Booth; secretary, 
Charles W. Silcox; treasurer, Irving S. Robeson. The 
officers and Frank H. Clark, A. F. Fisher, F. K. Robe- 
son and R. D. Price make up the Board of Directors. 





Radio legislation is to be considered at the ‘“Mid- 
West Radio Convention” to be held in Des Moines 
Feb. 23 and 24 under the auspices of the Iowa Radio 
Listeners League. The idea was developed by the re- 
ceiver owners and has been enthusiastically taken up 
by the distributors, dealers and others interested in 
radio in a business way. It is expected that several 
manufacturers will be represented at the meeting. The 
Des Moines Chamber of Commerce has appointed a 
committee ,to assist in the management of the conven- 
tion. The U. S. Department of Commerce is invited to 
have a representative present. There will be no radio 
exhibits or other sales efforts connected with the con- 
vention and all attention will be given to the question 
of clearing up the broadcasting situation for the benefit 
of the listener. Arrangements will be made to com- 
municate the conclusions reached to members of 
Congress. 





One hour’s broadcasting program each business day 
for the benefit of radio dealers has been approved by 
the members of the Radio Division of the National 
Electric Manufacturers Association. It will be known 
as the NEMA hour and will be national in its scope. 
The objective is to supply a highly talented program 
suitable for receiving set demonstration during day- 
light. There has been much complaint that dealers were 
compelled to hold demonstrations at night because the 
daylight programs were not suitable for demonstration 
purposes. These programs will have a range of tone, 
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STAR-Rite Electric Fans 
New 





Finishes 





Our Famous 8 Model 
*6 50 
10 in. mee 





Oscillator In Canada $7.95 New 12 a and 
$13.50 16 in. Oscillating 
The growing popularity of the F 
In Canada $16.75 . . . ans 
8 in. size has made it possible to ee AVA 
e e - ° © ry - ig, 8 9 - . 
The STARRite Iin. oscillay 1 offer this Fan in three distinctive lators finished in, Black Duco 
ity and selling quality in past. || and attractive finishes: agen eon ligttan 
seasons. It is now offered a . Rigidly tested before leaving 
wel byes Avaguey — 1. Sparkling all-over nickel factory. 
old reliable sparkling all-over 2. Duco old ivory finish throughout 12-in. size $25.00 
— aeaelagt pont 3. Black duco with brass-finish blades In Canada $32.00 
10-in. straight fan $10. 2 ° 
in Canada $12.25 This is a room-sized fan—not a l6é-in.” size $30.00 
Sparkling all-over nickel finish. plaything—operates on both alter- In Canada $38.00 
nating and direct currents—com- 
* pletely guaranteed. * 





ELECTRICAL NECESSITIES 
Fitzgerald Mfg. Co., Torrington Conn. 


Pacific Coast Branch—“The Better to Serve You in the West”—1211 Van Ness Avenue, San Francisco 
Canadian Fitzgerald Mfg. Co., 95 King Street East, Toronto, Ont. 
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“They Keep a-Running” 








Century 9-in. Single-speed Portable Oscillating Fan 
for A.C. Service. 





Single Speed 
9-Inch Oscillators 


Are identical in construction with the popular 
CENTURY 9-in three speed oscillator, except- 
ing that the speed regulating coil has been 
omitted. Quietly deliver an exceptionally large, 
well distributed volume of air. 


There is unusual value in these fans— 


(1) Heavy brass blades are of ample width 
and are deeply pitched. 


(2) Motor is powerful and substantial— 
closed frame prevents the entrance of 
dust and dirt. 


(3) Substantial oscillating mechanism is 
packed with high grade_ graphite 
grease—always well lubricated. 


( 4) Bearings are of phosphor bronze—the 
same material which has been so suc- 
cessfully used in Century power mo- 
tors for over 23 years. 


The Century fan line includes: 


Stationary 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9, 12 and 16 inch, 3-speed Portable, for A.C. and D.C. 
Ceiling 58-inch sweep, 3-speed, for A.C. and D.C. 

Ventilating 16-inch, 3-speed, for A.C. and D.C. 


Send for complete sales information. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 
For More Than 23 Years at St. Louis 
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instruments and voice best suited for demonstrations. 
Options have been obtained from the managers of the 
national circuits. Chairman L. B. Raycroft of the Elec- 
tric Storage Battery Co. is chairman of the division. 





The St. Louis office of the Triangle Conduit Co., 
Inc., Brooklyn, N. Y., has been moved from 119 North 
Nineteenth Street to 1107 Clark Avenue. The office 
is in charge of Roy E. Busch. The company also an- 
nounces the opening of an office in Seattle, Wash., and 
Atlanta, Ga. The Seattle office is located at 912 Lloyd 
Building, and is under the direction of H. H. Manny; 
the Atlanta office, in charge of B. L. Kethley, is located 
at 705 Bona-Allen Building. 





J. L. Mayer has been made sales manager of the 
Ironing Machine Division of the Conlon Corporation, 
Chicago. Eighteen years ago he began work with the 
American Ironing Machine Co. and more recently has 
been manager of the Ironing Machine Division of the 
Electric Household Utilities Corp. 





The Frank E. Wolcott Mfg. Co., Hartford, Conn., has 
opened permanent display rooms in the Fifth Avenue 
Building, 200 Fifth Avenue, New York City. A. S. 
DeVeau is in charge and will direct the company’s sales 
activities in the New York Metropolitan District. 
Facilities have been provided to enable buyers to view 
and inspect more than fifty individual electrical cook- 
ing, heating and hairdressing appliances, and the dis- 
plays have been arranged with a view toward saving 
the visitor’s time. 





N. H. Boynton, general manager of the Buckeye 
Division of the National Lamp Works, has been named 
assistant sales manager of the National. C. B. Gray, 
tor 23 years with the Buckeye Division, has been pro- 
moted to general manager of that division. 





S. N. Clarkson has been appointed assistant to the 
managing director of the National Electrical Manufac- 
turers Association. Mr. Clarkson was permanent sec- 
retary of the Electric Power Club, which was merged 
with the N. E. M. A. 





The National Electric Manufacturers Association will 
move from 30 East Forty-second Street, New York, to 
the new Graybar Building about April 1. Gerard 
Swope, president of the General Electric Company, is 
president of the association; C. L. Collens, president of 
the Reliance Electric & Engineering Co., vice presi- 
dent; J. M. Curtin, industrial sales manager of the 
Westinghouse Co., and D. Hayes Murphy, president 
of the Wire Mold Co., are the vice presidents. J. M. 
Perry, general sales manager of the electrical depart- 
ment of the Johns Manville Mfg. Co., is treasurer, and 
the affairs of the association are in charge of Alfred 
E. Waller, managing director. 





Approximately 175 manufacturers of all types of 
lighting equipment took space at the Artistic Lighting 
Equipment Association’s exhibition held at the Hollen- 
den Hotel, Cleveland, the week of January 31. G. P. 
Rogers is the managing director of the association. 

(Continued on page 50) 
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Nela Park, Cleveland, isa 
“Univerity of Light” dedicated 
by the National Lamp Works to 
improve ment in lamps and prog- 
ress in the art of lighting 


Through its seventeen Sales 

Divisions and 50,000 retailers 

the National Lamp Works mar- 

kets annually 158 million 

MAZDA lamps made in twenty- 

three factories. These lamps 
are used in homes, factories, 
stores, streets, railways, fash- 
lights and automobiles. 











“Hitch your wagon to a star, keep 
your seat and there you are’. 






“MAZDA” is not the 
name of a product but the 
trade-mark of a Research 


, ee NATIONAL fone ' 
AST year the New National MaAzpa lamps were NUWATN ee ee 
born under four lucky stars. And they have entitled to receivethis serv- 
; ; ; . ice may distinguish their 

grown to nation-wide popularity with the Four-Star 


lamps with the mark, 
Plan pulling for them every minute. 





MAZDA. 


Are you following this famous merchandising plan— 
that leaves nothing to luck and has doubled the 
volume of sales for many and many a National Mazpa 
lamp agent? Are you getting the greater profit from 


this simplified line of New National Mazpa lamps— bh tio nal 


do all your prospects know all the advantages of these 


new and better lamps? M A 7 D 4 
The 1927 Four-Star Book is out. It will brighten the 

profits of thousands of dealers. Hitch your wagon 

to these stars and 1927 will be the biggest lamp AM pP Sy 


selling year you ever had. 














If you don’t receive a 1927 Four-Star Book 
by the middle of January, write to the 
Publicity Department, Nela Park, Cleveland. 
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Prolong your 
radio selling season 
60 to 90 days by pushing 
Balkite 


You can keep your radio department operating at a 
profit during the coming months by concentrating 
your efforts on lines you know can be sold in volume. 
Balkite is one of those lines. The sales of Balkite 
Radio Power Units during the 1925-26 season were 
15% greater after than before January Ist. 

This year public interest in this type of equipment 
is greater than ever before. Take advantage of this 
situation. Feature Balkite during the coming months 
and prolong your selling season 60 to 90 days. 


3 New Balkite ‘‘B’’s 


Balkite “‘B” eliminates ““B” batteries and 
supplies “B’’ current from the light socket. 

oiseless. Permanent. Employs no tubes 
and requires no replacements. Three new 
models. Balkite ““B”-W at $27.50 for sets 
of 5 tubes or less requiring 67 to 90 volts. 
Balkite “‘B’’-X (illustrated) for sets of 8 
tubes or less; capacity 30 milliamperes at 
135 volts— $42. Balkite “B”-Y, for any 
radio set: capacity 40 milliamperes at 150 
volts— $69. (In Canada “B’’-W $39; “B’’- 
X $59.50; “B”’-Y $96.) 


The New Balkite Charger 


MODEL J. Has two charging rates: a low 
trickle charge rate and a high rate for rapid 
charging and heavy duty use. Can thus be 
used either as a trickle or as a high rate 
charger and combines their advantages. 
Noiseless. Large water capacity. Visible 
electrolyte level. Rates: with 6-volt battery, 
2.5 and .5 amperes; with 4-volt battery, .8 
and .2 amperes. Special model for 25-40 
cycles with 1.5 amperes high rate. Price 
$19.50. West of Rockies $20. (In Canada 


$27.50.) 
Balkite Trickle Charger—$10 


MODEL K. With 6-volt “A” batteries can 
be left on continuous or trickle charge 
thus automatically keeping the battery at 
full power. Converts the “‘A”’ battery into 
a light socket ‘‘A’’ power supply. With 4- 
volt batteries can epee as an intermit- 
tent charger. Or as a trickle charger if a 
resistance is added. Charging rate about .5 
ampere. er 300,000 in use. Price $10. 
West of Rockies $10.50. (In Canada $15.) 











Balkite Combination 


When connected to the “A” battery this 
new Balklite Combination Radio Unit 
supplies automatic power to both “A” and 
“B’’ circuits. Controlled by the filament 
switch already on your set. Entirely auto- 
matic in operation. Can be put either near 
the set or in a remote location. Will serve 
any set now using either 4 or 6-volt “A” 
batteries and requiring not more than 30 
milliamperes at 135 volts of ““B’’ current 
—practically all sets of up to 8 tubes. Price 
$59.50. (In Canada $83.) 





All Balkite Radio Power Units operate from 110-120 
volt AC current with models for both 60 and 50 cycles. 
Also special model 25-40 cycle Balkite Charger. 


FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


Balkite 


Radio Power Units 














New Kitchens for Old 


(Continued from page 23) 


Not only did the kitchen contain modern furniture 
and electrical appliances of all kinds, but the kitchen 
cabinet was filled with the latest in kitchen dishes, 
mixing bowls, baking glass, enameled ware, and the 
drawers were filled with stainless steel knives and 
forks and other time-saving appurtenances. Also 
there was a scale and all sorts of measuring appli- 
ances, as well as a collapsible breakfast nook, the last 
being available painted or unpainted. 

In convenient places were hung typed lists of the 
contents of the drawers and shelves of closets, and 
next to each item was its cost. Above the electric 
cooker and a group of table appliances were charts 
each bearing at the top the various items of a typical, 
well-balanced meal. 

Then at one side, below, a statement of the actual 
time required to prepare such a meal the old-fashioned 
way. Opposite that another statement explaining how 
Mrs. Modern Woman can prepare the same meal in 
less time and with less effort by using modern means. 

Here and there were to be seen placards in fairly 
large attractive type—“Time is money—Save it.” 
“Drudgery is the Gardener of Discontent.” “Gentle- 
men prefer wives to house-wives.” 

Outside, and surrounding the display, were ar- 
ranged exhibits of the equipment which promised to 
make new kitchens from old ones. One of the first 
exhibits was a comprehensive display of paint in the 
approved light colors, cream, white, and light gray. 
The paint manufacturers cooperating with Sally had 
supplied her with charts giving approximate informa- 
tion as to how much paint would be required for one, 
two, or three coats of paint for various wall areas. 

Small samples of charming patterns in linoleums 
were displayed on a screen so that the customer could 
purchase everything for her kitchen without ever 
having to leave the department. The other equipment 
was arranged accordingly, and lists of it were printed, 
prices were given so as to facilitate buying. 

Also by taking these lists home and having them 
handy during the renovating period and thereafter, 
the housewife could call up or mail in an order for 
the things she needed or could afford, instead of wait- 
ing until she could shop for them, and meanwhile per- 
haps spending the money on something else. 

In the first week of this display it was estimated 
that more than four times the daily average of visitors 
came to the department. And the second week showed 
no evidence of a fagging interest. In fact, at the end 
of the month it was Mr. Bangup who suggested mov- 
ing the kitchen to a corner and maintaining it as a 
permanent display. 

So it would seem that in the very first month as 
merchandising head of this department Sally pretty 
nearly proved her point, that in order to sell to the 
housewife one must talk her language. 
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How many sales are lost, and how many 
customers hurry out of your store without 
that carton of lamps because of the lack of 
those three words: 


What About Lamps? 


It requires no effort to question your cus- 
tomer, yet it is necessary. It is human nature 
to forget the simple things. In the rush of 








y About Lamps? 


buying and the hustle to get home, lamps 
are so often neglected. How few homes have 
every socket filled and spare lamps on the 
pantry shelf. 


Our ‘“Light-Up!”’ displays, counter cards, 
and window cards will help you fill a great 


share of them. Put them where the customer 


will see them. Get into the habit of asking: 
WHAT ABOUT LAMPS? 


EDISON MAZDA LAMPS 


GENERAL@ 
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The Cleveland League Carries 
the Message 


(Continued from page 28) 


organization from a certain church have more in com- 

‘Pov ELE CTRIGSE mon than a miscellaneous group of women. The same 

WWNES IND: talk will be interesting to them. A group of business. 

women who have been meeting together over a long 

period will have other interests and the talk to these 
would be different. 

When it came to men’s groups, they were picked by 
professions. Merchants came to hear store lighting, 
architects to hear of materials and ideas useful in 
buildings, electrical contractors for new ideas in their 
line and technical school students for elementary tech- 














| Every home needs several of these handy nical talks. 
and convenient double duty workers. The electrical home exhibitions had served as the 
Bathrooms for light and heater—kitchens appetizer; the classes were a more substantial course, 
for light and electric iron—dining rooms but there still was something wanting. Much that was 
for light and electric toasters, waffle irons, said to these people was new to them, even revolu- 
| etc. tionary, and it is difficult for people to remember 
All metal parts are enclosed—no danger strange facts in an orderly manner. Men and women 
of shock when used in damp places. left the classes deeply interested and many even car- 
| Fitted with spring contacts—guaranteed ried away notes made of the talk. Even with these 
mechanically and electrically. helps it was difficult to remember. 
| Keep in mind she complete The booklets came as a natural development. These 
nave, thecal Sicen. all are supplied to all who care for them at the conclusion 
Outlet P ph it ee ~~ of a demonstration, talk or lecture. The books not 
| Aerial and Magnet Wire. only serve as notes of the class talk but they amplify 
ANYLITE ELECTRIC CO., Fort Wayne, Indiana | ° it. If the hearer’s interest has been aroused, there 
} ee is assurance that he or she will give attention to the 


{ booklet. 

The titles of the booklets to a great extent explain 

themselves and indicate the character of meetings for 
which they are a part. Some of the titles are: 





° 4 Bs Electrical Homemaking (with 101 recipes). 
Serviceability Useful Information for Architects and Engineers. 


Standard House Wiring Specifications. 


! of many electrical de- Equipping Your Store Electrically. 
‘ , Light in Industry. 
) vices depends upon the Electricity and Its Uses. 
acter . . Cleveland Electrical Directory (annual). 
char : of insulation There are other publications that are devoted to 
used in manufacture League work and which are for limited circulation. 


Each year a résumé of the League work and a budget 

for the coming year is printed. There is The Leaguer 

published regularly for League members. Another is 

MOLD ED INSULATION “Informing the Public and the Development of the 

Cold Molded and Bakelite Local Electrical Market.” A notable publication was 

| “A $15,000 Program to Create a Greater Demand for 

Electrical Refrigeration in Cleveland.” All of these 

publications are written in the language and technique 
of the intended audience. 

There has been a considerable demand for these 
booklets in other communities. All are designed so 
that an outside imprint makes them suitable for gen- 
eral distribution and where a sufficient quantity is 
ordered, they have been printed in an edition for other 





A merican | nNSu ator cities. The ‘‘Homemaking” booklet was sold in the 
; Model Electrical Home at the Sesqui-Centennial Ex- 
C or p Oration position in Philadelphia. All publications are revised 
Cold Molding Plant ar ae we Te a Ratetinn Pleat as often as necessary to keep them up to date. 
New Freedom, Pa. Danbury, Conn. The headquarters where all of this work is con- 





ducted by Mr. North and his assistants is on the four- 
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Freed-Eisemann Power Unit 





A “B” and “C” Power Unit designed 
to operate with all Freed-Eisemann 
sets employing from five to eight tubes 
has been placed on the market by the 


Freed-Eisemann Radio Corporation, 
Liberty Avenue and Junius Street, 
Brooklyn, N. Y. It is capable of 


supplying the maximum power re- 
quired and its voltage is maintained 
constant by a voltage regulator tube. 
It provides a 135-volt “B” supply for 
the output tube of the set, a 90-volt 
“B” supply for audio-frequency and 
radio-frequency amplifier tubes, a “B” 
supply for the detector tube, a 27-volt 
“C” supply for special power output 
tubes, a 9-volt “C” supply for ordinary 
tubes and a 4%-volt “C” supply for 
audio-frequency tubes. The unit has 
a terminal panel carrying binding posts 
for connection to the set. A special 
switch automatically disconnects the 
110-volt supply when the door enclos- 
ing the panel is opened. 





Hohmeier Electric Heater 





The Hohmeier Manufacturing Co., 
1385 East Seventeenth Street, Cleve- 
land, Ohio, has brought out an electric 
bowl- type reflector heater, which may 
be hung on the wall or placed on the 
floor or table in the usual way, a thumb 
screw allowing any adjustment. The 
heater measures 13 inches in diameter. 
The heating element has nine windings 
of coiled resistance wire. 


Freed-Eisemann Model 14 Cone 
Speaker 


The Freed-Eisemann Radio Corpora- 
tion, Junius St. and Liberty Ave., 
Brooklyn, N. Y., recently placed on the 
market a speaker, built on a new prin- 
ciple, which they call the Freed-Eise- 
mann Model 14 Full Floating Cone 
Speaker. The speaker is designed to 
operate with any receiver embodying 
at least two stages of audio frequency 
amplification, and can be used with 
any amplifier capable of producing 
sufficient volume to operate an ordi- 
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nary loud speaker. It is recommended 
for sets employing the R. C. A. UX- 
201A, 7%-112, or UX-171 power tube 
in the last audio stage, or correspond- 
ing types of Cunningham tubes. The 





speaker is easily attached by fasten- 
ing the terminals of the radio speaker 
cord to the plug used with the set, or to 
the output terminals of your amplifier. 





Liberty Automatic Electric Iron 





The Liberty Gauge & Instrument 
Co., Cleveland, Ohio, recently placed on 
the market a 6-lb. electric iron. When 
tilted on the heel rest the automatic 
control regulates the heat, keeping it 
at the correct ironing temperature. 





“Quadrangle” Tool 


The Quadrangle Corporation, 114 
Maiden Lane, New York City, is mar- 
keting a tool for cutting outlet holes 
in plaster and wood. The tool can be 
used with an electric drill or hand 
brace. With the electric drill the hole 
can be cut in about a minute. The tool 
is used by fastening it to the wall 
where the hole is wanted by two 
screws, the electric drill or hand brace 
attached. The cutting is done by four 
saws. For plaster walls the screw 
holes are so arranged that screws in- 
serted catch the laths. 
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Spartan Speaker 





The Spartan Disc Speaker, is of the 
free edge type, equipped with a special- 
ly designed semi-balanced armature 
disc unit and a diaphragm of impreg- 
nated pulp composition. The _ re- 
producer is suspended inside _ the 
cabinet behind an ornate grill, backed 
with brown silk. The dimensions are 
16 inches wide, 14 inches high and 6 
inches deep. Manufactured by the 
Spartan Electric Corp., 99 Chambers 
Street, New York. 





The Pacent Cone Loud Speaker 





The new cone recently 


speaker 
brought out by the Pacent Radio Cor- 


poration, 156 West 16th Street, New 
York City, is a cone of the double 
parchment, fixed-edge type. It is 
claimed that the driving unit is suffi- 
ciently delicate to handle the output 
of the tmallest dry-battery receiver 
and yet sufficiently rugged to handle 
the output of any powerful amplifier. 
The cone is made in three models, 
Pacent Cone Type A, a 17-inch model 
for table use, the Pacent-Super-Cone, 
Type SA, 36-inch, mounted on an 
American walnut stand and the Pacent 
Super-Cone, Type WA, similar to Type 
SA, but arranged to hang on the wall. 


Gold Seal Tubes 


Two new tubes have recently been 
bought out by the Gold Seal Electrical 
Co., Inc., 250 Park Ave., New York 
City. Type G.S.X.-200-a is especially 
made for those desiring to get distant 
stations. It should be controlled by a 
10-ohm rheostat for best results, al- 
though this is not essential. No change 
in circuit or connections is necessary. 
Type G.S.X. Hy-Mu is designed espe- 
cially for the resistance coupled system 
of amplification. It cannot be used with 
transformer amplification. The tube 
requires no change in the circuit, but 
should be controlled by a 20 to 30-ohm 
rheostat. 




















teenth floor of the Statler Hotel. Occasional technical 
meetings are held in school laboratories or in newly 
equipped factories or other buildings, but the house- 
keeping meetings almost without exception are held 
in the League rooms where a wide variety of merchan- 
dise is on exhibition and demonstrations can be con- 
ducted without partiality. One part of the League floor 
is a permanent exhibition room, then comes the execu- 
tive offices and then a large assembly hall that can be 
used for luncheons and dinners. 

The League does not sell merchandise. Neither does 
the Cleveland Illuminating Co., which contributes large- 
ly to the upkeep. The idea is, of course, to promote 
the use of electricity by helping dealers sell appliances. 
A person investigating any appliance at the League 





The Improved 
Amplion Cone 


The instantaneous acceptance of this fine new 
model is due to its success in the greatest test 
of Cone type speakers—clear, clean reproduc- 
tion of speech. 


National magazine advertising carrying this 
thought to over 6,000,000 readers a month is 
helping all Amplion Dealers to increase their 
sales. 


Model AC12 
List $30.00 





The new improved Amplion Patrician which as- 
sembles a 48” air-column in a hand-carved mahog- 
any cabinet 18” x 12” x 9” is now listed at $50.00. 


Do not fail to investigate the sales possibilities of 
these fine new Amplion models. 


, THE AMPLION CORPORATION OF AMERICA 
Suite F, 280 Madison Avenue, New York City. 
The Amplien Corporation of Canada Ltd., Toronto. 


< AMPLION 2 

















headquarters is given a catalog sheet which carries the 
names of all dealers. If the visitor has decided that 
she is going to buy the A washer, she is given that 
sheet. If undecided between two or more models, she 
is given a sheet for each. 





Bring Back Old Radio Customers 


(Continued from page 26) 
have been stung on the “cut-price buying” so often and 
also because they are now initiated into buying stand- 
ard radio for safety and ultimate thrift. 

That’s why you’ll find it easier now to get people 
who were good radio customers in the past to come back 
again. They have had a chance, during the time they 
have been buying elsewhere, to find that “‘we sell for 
less” doesn’t always work as it sounds. 

Get after those former radio customers right now-—— 
tell them about your department’s advantages as they 
are today—make them feel that you want them to know 
that they have been missed—try it, and you'll get a big 
percentage of them back as sure as you’re living. 





Electrical Business Briefs 
(Continued from page 44) 

Dr. Frank D. Paine, recently assistant director of the 
National Committee on Relation of Electricity to Ag- 
riculture, has returned to Iowa State College, to resume 
his work there as professor of the Electrical Engineer- 
ing Department. Dr. Paine was granted a year’s leave 
of absence from the college for committee work and 
was in charge of much of the experimental work in 
adapting electricity to the farm needs. He was a 
speaker before the National Hardware Jobbers Asso- 
ciation on this subject at the last meeting. 





The recent sales convention of the Master Electric 
Co. at Dayton, Ohio, was attended by more than 70 
members of the sales and company staff. The program 
of the annual dinner meeting, including distribution 
of prizes, was broadcast. 





J. H. Crawford, formerly general sales manager for 
the National Carbon Co., has been made general sales 
manager for the Bright Star Battery Co. of Hoboken, 
N. J. 
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Birnbach Loud Speaker Units 


No. List Price 
120- 20 Foot Complete $1.00 each 
121- 30 Foot Complete 1.40 each 
122- 40 Foot Complete 1.80 each 
123- 50 Foot Complete 2.20 each 
124-100 Foot Complete 4.20 each 


Let us send our catalog 











The Spring and Summer radio accessory season is on the 
way. Fans all over the country will buy loud speaker ex- 
tension cords to move the speaker to the porch—sun-parlor 
—or lawn. Be sure your stock is adequate. 


Radio Battery Cables made in 5, 
6, 7, 8, 9 and 10 conductors, in 
standard and continuous lengths 
of 100 foot coils. Replacement 
loud speaker and head set cords, 
battery connectors suitable for 
ry cells, “‘B”’ and “‘C”’ batteries. 
Assorted lengths. 


iz 4 a Birnbach Radio Co., 370 Seventh Ave., N. Y. C. 








Birnbach Products Include: L 
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Horton Dealers 


‘Have an Unusual 
dvantage 





Pg a ee OS een es 





—— 
~~ ht 


8 
ESR TS 3 
; sly Bier juan ge oor ; 
oe R Winey s ea & 
* Re a ~ y eS 
eS & SPR op be . 
Op ae Pa 
’ ete 
‘> Ps te 
~ 28 
we 
3 & 
% 
ber 
< 


(OFPEQUIREMENTS of American 
homes vary greatly, because 
of the wide range of purchasing 
power. To make the sales a dealer 
should, he must have a complete 


line at various price levels. 


No one washer—no one ironer 
—could possibly meet the demand 
of the thousands of women who 
buy these appliances. 

Handling several different ma- 
chines is but a partial solution to 
this problem. A number of trade- Be “ 5, 
marks on display increases sales ee a ie |. iaeieanye 4 
resistance, and the resulting inde- oe | | he Ae eed 
cision delays — and often kills — 
profitable sales. Too, each added 
brand increases your servicing 
problems and deprives you of the 
close cooperation one manufacturer 
could give. 

There is a Horton washer—and 
ironer — for every purse and pur- 
pose. Each represents the highest 
quality possible. Horton’s 56 years 
of experience in building laundry 
appliances assures that. These are 
specificreasons why Horton dealers 
have an unusual advantage. 


* ¢ r ¢ ¢ ¢ 


The Horton No. 34 copper tub electric washer is a splendid The ironer business is growing rapidly. You will find a ready 
leader. It is of the popular submerged agitator type with remarkably market for this very attractive, efficient unit and our other ironers. 
quiet service proof mechanism. It has a new wringer with semi-soft These two leaders combined with other Hoxton washers give 


rolls, a better doubletilt drain board, a fine burnished copper tub: Horton dealers an opportunity to satisfy with one trademark a 


The new Horton Automatic Ironer, with 30-inch complete 8feater percent of the prospects than any other make. 
open-end roll, presents many new refinements in a design which If you do not know our jobber nearest you — write us, and we will 
has always proven successful. It can be heated electrically or by gas. gladly advise, together with full details on the complete Horton Line. 


HORTON MANUFACTURING COMPANY 
Fort Wayne, Indiana 


HORTONS 


GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 
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CROSLEY 
1927 RADIOS 


Each set giving the ut- 
most in radio enjoyment 
at its price. All prices 
slightly higher West of 
the Rocky Mountains. All 
prices are without acces- 
sories. 





The 5-50 — $50 
Enthusiastic owners re- 
port amazing  perform- 
ance—-a drum delivering 
stations loud, clear and 
sharp; each an almost 
imperceptible turn of the 
drum apart. Write sta- 
tion letters on drum, re- 
turn to them at will. 
Single drum station se- 
lector, Acuminators and 
power tube adaptability 


: Tan, . 
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The 5-75 Console $75 


This set includes ideas 
for radio reception per- 
fection not found in any 
ther radio. Marvelous ex- 
clusive Crosley ‘‘Cres- 
cendon’’ and ‘‘Acumina- 
tors’’ increase volume on 
distant stations and bring 
in programs entirely 
missed and passed by on 
ordinary one-dial contro! 
radios. Console model 
stands 4@ inches high. 
The Crosley Musicone is 
skillfully built into the 
eabinet in a manner 
which is both an artistic 
a an acoustical tri- 
umph. Ample space for 
batteries and accessories. 





“6 Tube RFL-90” 
Censole, $90 
Introducing the double 
drum station selector! 
Crosiey’s winning non- 
oscillating perfectly bal- 
anced tuned radio set. In- 
cludes Musicone skill- 
fully built into exquisite 
console mahogany cabinet 
of two-tone finish to 
match finest surroundings. 
Room for batteries and 
all accessories; 40 inches 
high; 30% inches wide. 





CROSLEY MUSICONB 
The secret of the popu- 
larity of this biggest sell- 
ing loud speaker on the 
market lies in its actu- 
ating unit. This and 
N the cone shape is 
the reason for its per- 
fect reproduction of all 
audible sound. 
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I sat down the other night with this Crosley set. One control. Beginning at one 








end of the broadcasting wave band, I tuned in 27 stations, loud and clear, just like — 0 

the Cincinnati stations, three of which were going full blast. I listened to each _i" 
program; identified it; didn’t hear any others in the background, and passed on to ETT | | ed 

the next,—all with one finger. It was between 7:00 and 7:30 P. M. Central ; =—" 
Standard Time. , —— 9 

The air was certainly full. Some of the stations were less than a dial marking STATION 
apart. It is amazing how the jiggers they call 

“acuminators” helped on such fine separation. a 





Even using a hundred foot aerial the local sta- 
tions were easy to go through. One of them 
only a few blocks from my home. 





Some radio, I call it! $50.00 seems too little. 
I'd like to see some two hundred dollar sets 


Single Drum | a 
do as well!” Control 
Write Dept. 132, fer Catalog 


y . 

The abowe scale read- 

' ing shows how asta- 
. tions picked up by 

CINCINNATI, OHIO _ X—appeared on 


The Crosley Radio Corporation 
Prices > higher West of the Crosley graphic 


Powel Crosley, Jr., Pres 
drum station selector. 
Crosley sets are licensed under Armstrong U. S. Patent No. Rocky Mountains 


Name on request. 
1,113,149, or under patent applications of Radio Frequency 
Laboratories, Inc., and other patents issued and pending 
































CROSLEY 1927 
FEATURES 
Many exclusive — others 
found only in highest 
priced radios 


THE ‘“‘CRESCENDON” 
When, on ordinary radios, 
ears must strain to catch 
a station miles away, a 
turn of the Crescendon on 
Crosley radios instantly 
swells reception to room 
filling volume. An ex- 
clusive Crosley feature. 


ALL-METAL SHIELDED 
CHASSIS 


This truly great radio 
achievement, found in sev- 
eral Crosley sets, fur- 
nishes a substantial frame 
for mounting elements, 
produces excellent align- 
ment of condensers, 
shields the units from 
each other, — in- 
terstage, improv the 
stability of the “qtocult. 
increases selectivity and 
saves costs by standard- 


izing this phase of manu- 
facture. 


THE SINGLE-DRUM 
STATION SELECTOR 
Nothing in radio equals 
the joy or the conveni- 


trol. Crosley single = 
control enables you 
find the stations ll 
without log book or 
*‘tuning.’’ 


“THE ACUMINATORS’”’ 
Crosley Acuminators per- 
mit tuning in—loud amd 
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clear — weak stations 
passed over and entirely 
missed by ordinary sin- 
gle dial radios. In tun- 
ing high powered and 
local stations they are 
not used. They are an 
exclusive Crosley feature. 
POWER T 


E 
Power tube adaptability 
marke the Crosley *§. 
50°, “5-75” and “RFL” 
sets. This feature typi- 
fies Crosley provision for 
best radio reception at 
moderate cost. 














RINSER 
DRYER 





The only washer that washes while it 
rinses, washes while it blues, washes 
while it drys without egtra tubs. The 
only ball bearing, direct driven washing 
machine; the only washer having self- 
contained oiling system, no oiling cups; 
the only washer above standard capacity 
weighirig 135 Ibs. (cuts freight bills), 
the only washer with no seams, no solder, 
no corners, no rivets; the only washer 
that combined the acknowledged fastest 
washing principle with a perfected ex- 
tractor method ng in one direct 
driven unit. Made of high grade alumi- 
num built to last a lifetime. The one 
machine that combines all the best fea- 
tures—salesmen everywhere tell us that 
it outdemonstrates and so outsells all 
types of machines. 

Thirty-five years of successful manufac- 
turing experience—complete financing, 
merchandising, and advertising plan 
backed by financial strength assure the 
success of the Safety Washer-Dryer. The 
dealer and distributor franchise is one of 
the most valuable in history. Write today. 


Cope-Swift Company, Inc. 
Established 1891 
Detroit, Michigan 
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WASHER-DRYER 











This sign marks the leading 
dealer in every community 


HE Radiola 28, eight-tube 

super-heterodyne—with its 
keen sensitivity and unequalled 
selectivity still standsasthe finest 
receiver for far country homes or 
crowded skyscraper centers. 


The RCA Loudspeaker 104— 
revolutionary when it was first 
introduced—is still revolution- 
~*~ sary. It reproduces so faithfully 
that it was immediately adopted 
== bythe leading phonographs, too. 
whit ang And it still stands unsurpassed. 
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It is not merely a loudspeaker, 
with a battery eliminator, but it 
isa newand finer typeof musical 
instrument, drawing its current 
from the lighting socket, and 
bringing new possibilities of fine 
music to thousands of homes. 


; 





Remember that the profit on one 
sale of this combination is more 
than that of three or four lower 
priced sets. Follow the intensive 
advertising of this RCA combi- 
nation with intensive selling— 
and you willreap profitsthat run 
into very large figures! Demon- 
stration plus time payments 
make the sale. 


- 7 . > 


Ask your distributor for an A.C. 
Drive Radiola 28, which is all 
ready for connection tothe RCA 
Loudspeaker 104, thereby reduc- 


_ approac ed this cone: © ing time and cost of installation. 
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ination ¢ - erner Th nner 
, RCA Loudspeaker 104, com- 
plete ... . © List, $275 


A.C. Package, for adapting Ra- 
diola 28 for use with Loudspeak- 
er 1040n the 50-60 ome 110 volt 
current. . .« oo « 








MADE BY THE MAKERS. OF RADIOTRONS 
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RADIO CORPORATION OF AMERICA 
New York Chicago San Francisco 
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